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An open letter from Alexander Roberts, President and General Manager 
Interstate Industrial Reporting Service, Inc. ' 


SIBLE, PRACTICAL WAY TO GET PHOTOGRAPHIC ILLUs- 
CASE-HISTORY REPORTING ON A NATIONAL SCALE. 


THE 200 ACTIVE CLIENTS OF INTERSTATE KNOW THIS To BE SO 


For them, we handle over 11,000 assignments annually . . . more than one 
every 47 minutes of every 24 hour working day . . . every day of the year 
That’s more work, by far, than anyone else in the country is doing. 


WE ARE NOW CONCERNED WITH THE ADVERTISER wo 
DOES NOT USE INTERSTATE, AND HE HAS MORE 
COMPANY THAN WE CARE TO SEE. HE HAS HIS OWN 
REASONS FOR GETTING PICTURES ANOTHER WAY. 
THAT’S BECAUSE: 


a He takes it for granted that all national photo services are basically 
the same. 


bo He is a creature of habit. It is human to stay with the known, 
eschew the untried. 





> He thinks we’re too expensive. 


IT IS TO THIS ADVERTISER THAT WE SAY: 


aa INTERSTATE is the stand-alone corporation in the field. We do NOT want to be placed in the category of other 


photo services. The quality of our product simply cannot be beat (except by the illustrator in the $500-$1000 per 
day bracket). We are perfectionists, and no-one practices that any more; we insist upon at least striving for the ideal 
and too many cameramen chafe under that insistence; we are not a news agency maintaining a by-product commercial 
department; we are not agents for the 2400 local-level photographers who serve our interests (they create photos 
our way or not at all, at our price scheduling, not theirs) ; we do not say that we expect to be favored with your 
entire campaign (in truth, we are proud of the fact that the client who uses us five times a year pays the same rate, 
gets the same all-out, conscientious approach as that accorded to the client who calls upon us 700 times a year). 


We need one show-case assignment from you. It’s tough to break a habit, but you’re getting material another way; 
it’s not the best way, nor is it a way doing us any good. You haven’t a thing to lose, for if you’re displeased with 
the end results, return the material to us and there will be no charge (any ethical company would do this anyway). 


Cost is relative . .. a basic tenet that has been around a long time. It is better economy to spend $100 for an illustration 
that is story-telling, eye-arresting, believable than $50 for a static, mediocre photo. One gets you more readership, 
helps sell your product more effectively. We know we're priced higher than two photo services. For example, where 
our rate is pegged at $200, one gets $150, the other $175; we say they’re both priced higher than they should be for 
what they’re marketing, while our $200 rate is worth at least $300 in value. EVERY client we have is price- 
conscious; he has to be . . . it is good business to be. Obviously, then, with over 11,000 assignments handled 
annually, our rates have to be regarded as competitive. The one element that we have trouble getting across to a 
non-user of our operation is the rate standardization we offer. Literally, if the quoted charge to you is $100 for a 
photo assignment to be handled in Cleveland, Ohio, then it is $100 for the same type of assignment in Shoshone, 
Idaho or Prescott, Arizona or Key West, Florida or Moosehead Lake, Maine. These rates are standardized, they're 
pre-determined (you always know in advance what your total cost will be), and they’re realistic. 


We use 50 of our own staff people, plus 2400 local-level photographers, 1100 cinematographers, 600 industrial 
reporters (all screened and directed from one central office) to handle over 11,000 assignments annually. 

INTERSTATE sets the pattern for photo and user-benefit reporting (you can order one or both, of course) on the 
national and international level. No one else in the field approaches our scope of activity . . . our rapidity of job 
completion ...our sensitivity to deadline commitments ... our very professionalism... and our operating philosophies. 


There is, in truth, no other feasible, practical way to get photographic illustrations or user-benefit case-history 
reporting on a national scale. 






INTERSTATE 


Oivision 


INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


EXECUTIVE OFFICES: 675 FIFTH AVE.. NEW YORK 22. N.Y.. MURRAY HILL 8-1880 
MIDWEST REGIONAL OFFICE: 469 EAST OHIO ST.. CHICAGO 11, ILL.. MICHIGAN 2-0080 
WEST COAST REGIONAL OFFICE: 700 MONTGOMERY ST.. SAN FRANCISCO 11, CAL., GARFIELD 1-1987 
DISTRICT OFFICES: PARK AVENUE BLOG., N. W. COR. PARK @ ADAMS AVES.. DETROIT 26. MICH.. WOODWARD 1-6900 
®. F, JONES BLDG. ANNEX, 311 ROSS ST.. PITTSBURGH 19. PA., COURT 1-2980 
3639 WILSHIRE BLVD. LOS ANGELES 5, CAL.. DUNKIRK 5-7161 


ALEXANDER ROBERTS: PRESIDENT ano GENERAL MANAGER 
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for your drawing board... 


You'll want your copy of this new idea portfolio of beautiful printed pieces on Eagle-A Quality Text and Cover Weight. 


This colorful portfolio of “Thought Starters” is the first of a new Eagle-A series designed especially for you — and it’s : 


yours with our compliments. You'll find it a source of ideas for layout design, for die-cuts and folds, for new color combina- 
tions and new ways to use Eagle-A Quality Text. This famous, economical paper comes in Brite White, Arctic White and 
six striking colors in both wove and laid finishes — and in Brite White, wove and laid, and matching colors, laid, in Cover 
Weight. You’ll find Eagle-A Quality Text and Cover Weight ideal for a 

brochures, catalogs and many advertising pieces, printed by offset 

or letterpress. Envelopes to match are available from Kent Paper Co., FAGLE - A PAP ERS 
New York. For your “Thought Starters” portfolio, write Dept.PT, 

AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., MAKERS OF EAGLE-A COUPON BOND AND OTHER FINE EAGLE-A PAPERS 
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GUEST ART DIRECTOR 


Ed DeMartin, Manager Graphics Design, Advertising 
Department, E. 1. Du Pont de Nemours & Co. (Inc.) 


This issue’s guest art director is Ed DeMartin, who 
is in a position to help bridge the gap in communi- 
cations and understanding that exists between man. 
agement and design. 

As Manager of Graphics Design at Du Pont, Mr. 
DeMartin has a close look into the management 
aspects of corporate advertising and thus has a more 
“realistic attitude toward some of the problems 
with which designers traditionally cope,” he says. 
The 28-year-old native New Yorker at one time was 
more interested in obtaining an athletic scholarship 
for track than a career in art. Nevertheless he grad- 
uated from Pratt Institute with a BFA degree. He 
also studied at New York University and Queens 
College. Before joining Du Pont in 1954, he free- 
lanced as a designer and copywriter. 

A graphics man by inclination, he also has designed 
exhibits and packaging. He has received numerous 
awards, including recognition from the New York 
and Philadelphia Art Directors Clubs, and three 
Gold Medals from the Philadelphia Annual Print- 
ing Week, for advertising promotion and publica- 
tion design. His most “significant honor” was a 
recent invitation to teach a design course in an up- 
coming semester at Pratt. It will be at least a year, 
however, before he can take advantage of this offer. 
Mr. DeMartin recently helped direct Du Pont’s Col- 
ored Paper campaign to designers and _ printers 
throughout the country. In May, 1959, he became 
manager of graphics design, advertising department 
design section. This position heads up a staff of 
eight art directors and designers who create much 
of the company’s brochures, direct mail, publica- 
tions, trademarks, promotion, point-of-sale, etc. 
In designing this third annual Paper Edition, Mr. 
DeMartin attempts to keep a very loose, open for- 
mat within the restrictions of standard publication 
design. He added a personal, lighter touch with 
handwritten heads. 

The cover design is intended to symbolize the dual 
purpose of paper: one, the functional or utilitarian 
(paper clip) ; two, the decorative or aesthetic (mar- 
belized background). 
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REPRODUCED IN 4 COLORS BY OFFSET LITHOGRAPHY ON TICONDEROGA OFFSET. BASIS 25 X 38—80 LB. 18 UP AT 4,000 IPH. 


International Paper’s Ticonderoga Offset has a 
smooth, level surface for top press performance 


(and its handling ease saves time and money) wen rsce » 
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What you should know about TICONDEROGA OFFSET 4 


—a leading member of International Paper’s first family of fine papers. 


ICONDEROGA Offset is ideal for con- 
licaaen high-quality printing. It has 
earned its name, workhorse of the offset 
printing industry. 

International Paper’s Ticonderoga Off- 
set is surface-sized. Its smooth, level fin- 
ish assures uninterrupted press runs. 


This dependable press performance 





cuts costs and insures handling ease. 
Eliminates pampering. Ticonderoga Off- 
set is ideal for brochures, travel folders, 
book jackets, programs, menus, catalogs, 
or inserts. 

This multi-use offset printing paper 
now comes in 10 standard sizes. From 
8%” x 11” to 42” x 58”. Choose from 5 


weights and 7 finishes. It is now available 
in a new white top polyethylene carton 
to insure better moisture control during 
delivery and storage. 

Ask your paper merchant for informa- 
tion about Ticonderoga Offset and the 
other printing grades in International 
Paper's first family of fine papers. 


INTERNATIONAL PAPER 


FINE PAPER DIVISION « NEW YORK 17, N. Y. 








































































Joe Frassetta 


Lester Beall 


Born in Kansas City, Mo., Lester 
Beall attended Lane Technical School 
in Chicago, later received his doc- 
torate in the History of Art from the 
University of Chicago in 1926. Since 
that time he has worked as a free- 
lance designer in Chicago, New York 
City. He now has his own design or- 
ganization at Brookfield Center, Conn. 
His work has been shown throughout 
the world in exhibits and _publica- 
tions. He has written many articles 
on design and has lectured in prin- 
cipal cities and universities in the 
United States, Canada and Europe. 


Lou Dorfsman 

A native New Yorker, Lou Dorfsman 
graduated from Cooper Union in 
1939. A year later he worked on ex- 
hibits for the New York World’s Fair. 
During the first war years he worked 
on Navy training films. From 1943- 
46 he was in the Army. 

After the war Mr. Dorfsman was art 
director at Reiss Advertising Agency. 
He left in late 1946 to join CBS as a 
staff designer, soon to become Direc- 
tor of Art, Advertising and Promo- 
tion for CBS-Radio Network. Early 
this year he was appointed Creative 
Director, Advertising and Sales Pro- 
motion, CBS-Television Network. 


EDITORIAL CONTRIBUTORS 


An active participant in graphic art 
organizations, he designed exhibits 
for the AIGA in 1955 and was design 
director for AIGA’s Printing for 
Commerce and 50 Books of the Year 
shows in 1956. 

Joe Frassetta 

Born in New Jersey, raised in Phila- 
delphia, Mr. Frassetta was in the 
Armed Services during World War 
II. After the war he studied fine art 
with a number of teachers including 
Robert Susann. He then became inter- 
ested in advertising because of the 
activity of his family in the graphic 
arts field. After he worked for sev- 
eral art studios, including Mel Rich- 
man, he joined Kenyon & Eckhardt 
as an art director in 1951. Six years 
later he joined Berman/Steinhardt 
Studios as art director. 


Douglass Howell 
New York, Mr. Howell 


studied abroad for some 18 years 


Born in 


(and is still going to school today!). 
As an artist-experimentalist in art 
and pure science he is also an etcher, 
He has 


for years maintained a workshop for 


engraver and papermaker. 


the fine arts and papermaking. Lab 
work is now underway in technical 
studies in paper for watercolor and 
other painting mediums. 





production notes Paper used in this issue: Cover: American Writing Paper’s Eagle-A 
L’Aiglon, 65#; Other stocks: West Virginia Sterling, 704; International’s Ti Text, 704 ; 
Allied’s Impulse Offset, 704%; Appleton’s Apco Impact Book, 804; Beckett’s Text, 704; 
Nekoosa-Edwards’ Offset, 70#; Peninsular’s Snoweave Creative Tints, 70# (the last five 
stocks were run on a split run, for 2000 issues each). Type faces used in this issue: Bodoni 
Book, Bodoni Bold and Book italic, Microgramma Bold Extended. 
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top drawer] 


On this and the next 11 pages are examples of designs in which a particular 
paper played an integral part in the over-all design. In each of these designs 
the designer either used unusual varieties of paper to add to the effectiveness of 
his design, or he used paper in an unusual, vivid way to impart an added excite. 
ment to his design. 








SUITABLE 
FOR FRAMING 


Since last September NBC has been 
sending a series of mailings to stimu. 
late interest in televised sports. Each 
of the four mailers features a wood. 
cut, designed by a leading artist. It 
is intended that each mailer would be 
kept by the recipients. Thus, each 
one is printed on a fine grade of 
paper. The paper choice is left to the ™ 
printmaker to find the one which best 
compliments his print. For his two- 
color woodcut shown here, Jacob 
Landau selected Goyu, a Japanese 





rice paper. 





JOYOUS 
HOLIDAY 
SEASON 





HOLIDAYS AND OIL 





A combination of photographed Chroma for its luxurious feel. In 
paperstock printed on another paper _ addition, the brilliant colors he used 
achieved this effect for Brown Oil lost their “flashiness” when printed 
Tools’ holiday greeting card. The on this stock. 

card was designed with commercial To give the impression of under- 
appeal to bring Christmas and the oil ground oil, he selected Nelson-White- 
industry together. According to De- head’s #2206 French Marbled. An 
signer Jim Glass, “The stock needed added effect was achieved by shooting 
to bear brilliant colors without being _a_negative-positive duo-tone from the 
contrasty, and had to have texture, in marbled stock and then printing it on 
harmony with the outdoor opera- the yellow Chroma. 

tion.” He chose Strathmore’s yellow continued 
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FALPACO COATED BLANKS 


Old Gold Spin Filter 
spins and cools the smoke 


nett 








the best taste yet 
in a filter cigarette 





This Old Gold car card is another example of an important advertiser making sure his 
message is presented to the best advantage. 

New White FALPACO was chosen because of its outstanding printability. The extreme 
whiteness of its surface permits ink colors to show up clearly — allows full value to every 
tone. You can get beautiful, realistic color reproduction with FALPACO. Ink goes on 
smoothly too because the surface of the blank is smooth and even. 

Another asset of FALPACO is durability. These blanks hold up since the board itself 
has new strength and rigidity. 

The attractive Old Gold car card was produced by offset lithography in six colors on 
5-ply, coated-one-side New White FALPACO by Empire Color Lithographers, Inc., New 
York, N. Y. The size is 21 x 33 inches. 


Specify FALPACO for your next 
car card, calendar, point of 
sales display, etc. 
Distributed by authorized 
Paper merchants from coast to 


Coast. NEW YORK OFFICE — 500 FIFTH AVENUE, NEW YORK 36, N.Y, © MILLS: FITCHBURG, MASS. 
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DOUBLE DECKLE An unusual use for a deckle-edge 


paper is this label for Cerwin Vine. 
yards. A Strathmore double-deckle 
ivory was used by Walter Landor and 
Associates to enhance the hand-made 
look of the wine itself. Such an ap- 
plication was possible because the 
small number of packages eliminates 
need for labeling machine applica. 
tion, a process the deckle-edge won't 
take to. The label is printed letter. 
press in black and red. 


The Julius Hartt Musical Foundation 
in Hartford, Conn., depends to large 
extent on direct mail for its advertis- 
ing. When they turned to velva-glo 
paper, made by the Radiant Paper 
Company, for three mailing pieces, 
they found it to make their most effec- 
tive mailing. Each piece is printed 
black on green, orange and red 
fluorescent stocks. 
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= BOSTON, MASSACHUSETTS 
> Lindenmeyr Paper 


“Perspectives in nature” is lithographed in four 
colors on Curtis Light Blue Tweedweave Cover 
Basis 65. Painting of “Ancient Wye Oak” at Wye 
Church in Maryland by Amy Jones courtesy of 
The Lamp, Standard Oil Company (New Jersey). 
Black halftone is of The Memorial Library, 
University of Delaware, Newark. Line drawing of 
tree is from The Bettmann Archive. 


Curtis papers are nationally distributed 


through these leading paper merchants. 


ALBANY, NEW YORK 
W. H. Smith Paper Corporation 


BALTIMORE, MARYLAND 


BETHLEHEM, PENNSYLVANIA 


Wilcox-Walter-Furlong Paper Company 
of Bethlehem, Inc. 


y 

BUFFALO, NEW YORK 

Hubbs & Howe Company 
CANTON, OHIO 

Herrington Paper Company 
CHARLOTTE, NORTH CAROLINA 

Charlotte Paper Company 
CHICAGO, ILLINOIS 

Bradner Smith & 


y 


CINCINNATI, OHIO 

Merchants Paper Company, Inc. 
CLEVELAND, OHIO 

The Petrequin Paper Company 
COLUMBUS, OHIO 

Sterling Paper Company 
DALLAS, TEXAS 

Graham Paper Company 
DAYTON, OHIO 

ull Paper 

DENVER, COLORADO 

Graham Paper Company 
DETROIT, MICHIGAN 

Seaman-Patrick Paper Company 
EL PASO, TEXAS 

Graham Paper Company 
GRAND RAPIDS, MICHIGAN 

Central Michigan Paper Company 


HARTFORD, CONNECTICUT 
Henry Lindenmeyr & Sons 


HOLYOKE, MASSACHUSETTS 
Plymouth Paper Company, Inc. 


INDIANAPOLIS, INDIANA 
Indiana Paper Company, Inc. 

JACKSONVILLE, FLORIDA 
Jacksonville Paper Company 


LYNCHBURG, VIRGINIA 
Caskie Paper Company, Inc. 
MACON, GEORGIA 
Macon Paper Company 
MADISON, WISCONSIN 
Moser Paper Company 
MANSFIELD, OHIO 
Sterling Paper Company 
MEMPHIS, TENNESSEE 
Graham Paper Company 
MIAMI, FLORIDA 
Everglade Paper Company 
MILWAUKEE, WISCONSIN 
Dwight Brothers Paper Company 
Reliable Paper Company 
MINNEAPOLIS, MINNESOTA 
C. J. Duffey Paper Company 
MOBILE, ALABAMA 
Partin Paper Company 
nea. hy stem ESSEE 
ements Paper Company 
Graham Paper Company 
NEW HAVEN, CONNECTICUT 
Henry Lindenmeyr & Sons 
NEW JERSEY 
HILLSIDE 
Henry Lindenmeyr & Sons 
Morest Pa Corp. of New J 
orest Pa . of New Jersey 
ieohalinte Paper Company 
NEW ORLEANS, LOUISIANA 
Graham Paper Company 
— en eee, NEW YORK 
Miller & Wright Pa a 
The Canfield Paper y 
Capital Paper Company, Inc. 
Crestwood apes Compeny, Inc. 
Forest Pa , Inc. 
cinleiutiee Paper Company, Inc. 
i & Sons 


OKLAHOMA CITY, OKLAHOMA 
Graham Paper Company 
ORLANDO, FLORIDA 
Central Paper Company 
P ELPHIA, PENNSYLVANIA 
The J. L. N. Sm mpany 
Wilcox-Walter-Furlong Paper Company 
PHOENIX, ARIZONA 
Paper Company 
PITTSBURGH, PENNSYLVANIA 
General Paper Corporation 
PORTLAND, OREGON 
West Coast Paper Company 
PROVIDENCE, RHODE ISLAND 
Providence Paper Company 


RTIS PAPER COMPANY 


insert is printed on 65# Light Blue Tweedweave Cover. Tweedweave 


also carried in White, ivory, Tan, Yellow, Lime, Chartreuse, Forest 
Green, Gray, Dark Bive, Midnight Blue, Dusty Red, Wine and Brown. 


RALEIGH, NORTH CAROLINA 
Raleigh Paper Company 
READING, PENNSYLVANIA 
The J. L. N. Smythe Company 
RICHMOND, VIRGINIA 
B. W. Wilson Paper Company, Inc. 
ROCHESTER, NEW YORK 
Genesee Valley Paper Company 
ROCK ISLAND, ILLINOIS 
C. J. Duffey Paper Company 
ST. LOUIS, MISSOURI 
Graham Paper Company 
Tobey Fine Papers, Inc. 
ST. PAUL, MINNESOTA 
C. J. Duffey Paper Company 
SAN ANTONIO, TEXAS 
Graham Paper Company 
SAN FRANCISCO, CALIFORNIA 
Wilson-Rich Paper Company 
SAVANNAH, GEORGIA 
Atlantic Paper Company 
SEATTLE, WASHINGTON 
TWEEDWEAVE and STONERIDGE 
Carpenter Paper Company 
West Coast Paper Company 
SPOKANE, WASHINGTON 
McGinnis Independent Paper Co., Inc. 
SPRINGFIELD, MISSOURI 
Wertgame Paper Company 
SYRACUSE, NEW YORK 
Genesee Valley Paper Company 
TACOMA, WASHINGTON 
ied Paper Company 
TALLAHASSEE, FLORIDA 
Capital Paper Company 
TAMPA, FLORIDA 
Tampa Paper Company 
TOLEDO, OHIO 
Cannon Paper Company 
TUCSON, ARIZONA 
Graham Paper Company 
WASHINGTON, D.C. 
Frank Parsons Paper Company, Inc. 
WICHITA, KANSAS 
Graham Paper Company 
YAKIMA, WASHINGTON 
ter Paper Company 


CANADA 

LONDON, ONTARIO 

Buntin Reid Paper Limited 
MONTREAL, QUEBEC 
Kruger Paper Company 
OTTAWA, ONTARIO 

Buntin Reid Paper Limited 
TORONTO, ONTARIO 
Buntin Reid Paper Co., Limited 
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New York City, New York 
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A bulletin for the Department of De- 
sign, Southern Illinois University, 
gets particular excitement from _ its 
cover stock. Designer and instructor 
Herb Roan calls it an “unsaturated 
saturating felt.” Oatmeal in color 
and texture, the stock is made by the 
Certain-teed Products Corp. and is 
actually a roofing material. Mr. Roan 
does not think of this as an “unusual 
paper.” Rather, he prefers to think 
in terms of the available planar ma- 
terials which offer the designer the 
greatest scope to increase and height- 
en the subjective and tactile factors 
inherent in any good design concept. 


continued 
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Here's a partial list of Companies which used Woodcut 
Artwork in their 1959 advertising: LIBBY, McNEILL & LIBBY 
. PLYMOUTH DIVISION OF CHRYSLER CORP... . THE 
FIRESTONE 1 TIRE & RUBBER CO, .. . JOHNSON MOTORS 
. SWIFT & CO.... BAUSCH & LOMB OPTICAL CO.. 
THE PARKER PEN CO... . INTERNATIONAL HARVESTER 
CoO... . WILLIAM WRIGLEY JR., CO. . . . STROMBERG- 
CARLSON CO.... ——, CONTAINERS, INC. ... 
SEAGRAM-DISTILLERS CO. . B. DICK CO. and by 
the following Advertising TER. "Me CANN-ERICKSON, 
INC. ... BROOKE, SMITH, FRENCH & DORRANCE, INC. . 
BATTEN, BARTON, DURSTINE & ye iNC. 
WALTER THOMPSON CO. . AYER & 56n, 
INC... . TATHAM-LAIRD, INC. PEF. ay many others. 
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Write for free literature today. 
THE SANDER WOOD ENGRAVING COMPANY, INC. 
Dept. B, $42 South Dearborn Street 
Chicage 5, Illinois HArrison 7-2082 














you can’t buy a better luci! 
SOLD DIRECT ONLY 

with a ten day 

money-back GUARANTEE 
18”x 24” focal plate, 
17”x23” copy board. 

Four dia. up or down, 
Hundreds sold to the 
nation's top firms... 
— a return! 


| 98” complete with 
Raptar F 4.5 lens 


Send for literature today! 
LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A. 27, NO. 1-0637 


At three times the price, | 
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Part of the Colored Text 


of This Issue was : 
Printed on y Harare 
ot BACI 
Foes ARIA 
Snoweave Tint \ 
Distributed in New York City by (GRO | | p 


FOREST PAPER CO., Inc. vie Won 
87 Vandam St., N. Y., N. Y. WA. 4-1400 William H. Scheide, director 














PERIOD PIECE 


In keeping with the period of great 
music when manuscripts were covered 


A PLACEMENT SERVICE in fine leathers is this record cover 
FOR COMMERCIAL ARTISTS for the Bach Aria Group by Decca. 
; Designer Alex Steinweiss found his 

MUrray Hill 8-0540 esigner Alex Steinwe 


authenticity in a kraft back box wrap 
PROFESSIONAL PLACEMENT CENTER paper—Lachman Nouasel’s leather- 

estate eres ette, embossed with a Spanish Grain 
(only, touched by the baton of prog: 
ress, this one’s washable). Silk 
screening produced the lettering. The 
two-color drawing of Mr. Bach was 
tipped on to the album. 








continued 
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HY BY LINOCRAFT 


CHARLESZ 
KIVIATY 
CUFFARI® 


18 EAST 60th STREET, NEW YORK CITY OeELDoRADO 5-5447 
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everyone gains 


from 
FILMOTYPE 





If you use repro proofs or lettering, 
Filmotype is for you and your clients. 


The Filmotype Photo-Lettering Ma- 
chine almost instantly produces very 
sharp, very black copy that makes 
you successful, your customers order- 
deluged. Basically, all because readers of 
Filmotype material read more, believe 
more, buy more. 


Filmotype’s speed, ease of operation, 
all-inclusive alphabet selection, numer- 
ous other money-making and saving 
abilities will certainly make you gain, 


Know about 
the Pays- 
for-Itself 
Purchase 
Plan? 

Write for 
details. 


FILMOTYPE 7500 McCormick Bivd., 
Skokie, Ml. 

Hove the Filmotype representative make 
On appointment in my own office for o 
demonstration. 

Send me further information about the 
Filmotype Photo Lettering Machine. 
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PROGRESS... 


DD: CLOMYCIN 


WHITER 
THAN WHITE 


This four-color reproduction especial- 
ly needed a paper which would bring 
out the brilliantly colored illustrations 
created by artist Ted Hanke. The di- 
rect mail piece was designed for 
Lederle by Robert Smith of Lester 
Rossin Associates on Strathmore’s 


Pastel Fluorescent white. 
continued 














HOW 

TO FLATTER 
YOUR 
CREATIVE 
EGO 


Feed it color—and stick to your budget too! 
ATLANTIC PASTEL OFFSET gives you eztra 
eolor without extra presswork. Well-closed 
surface. Even caliper. You get beautiful 
results every time. Need even more color! 
Try overlapping translucent inks, as in our 
illustration. Ask your Franchised Eastern 
Merchant for samples of Atlantic Pastel 
Offset in six sparkling shades with matching 
cover stock. Or write us direct. 


EASTERN 


EXCELLENCE 
IN FINE PAPERS 


EASTERN FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION © BANGOR, MAINE 


This is EAsTERN’s Atlantic Pastel Offset Dustie 
Pink, Basis 70, Suede Finish. Other colors: 
French Cream, Mistie Blue, Daffodil Yellow, 
Smokie Gray, Ocean Green. For extra copies of 
this insert, and an Atlantic Pastel Offset Artist’s 
Sketch Pad, write to Eastern Fine Paper and 
Pulp Division, Standard Packaging Corpora 
tion, Bangor, Maine. 
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FOUR SEASONS 


In seeking new forms for folding car- 
ton techniques, the Design Labora- 
tory of Container Corporation of 
America has come up with a variety 
of three-dimensional calendars all 
made of paperboard. Shapes vary 
from four telescoping prisms on a 
triangular base (shown here), three 
cubes, a hexagonal prism ending with 
two pyramids, etc. It has now become 
a tradition to send out a differently 
shaped calendar each year at Christ- 
mas. Designer is Gabryel deMillion- 
Czarnecki. 


continued 





Standard 


@® 


Standard Light 
Standard Light Condensed 
Standard 
Standard Medium 
Standard Bold 


Standard Extralight 
Extended 


Standard Light 
Extended 


Standard 
Extended 


Standard Extra- 
bold Extended 


Standard Condensed 
Standard Medium Condensed 
Standard Bold Condensed 


Standard Extrabold Condensed 


AMSTERDAM CONTINENTAL TYPES 
AND GRAPHIC EQUIPMENT, INC. 
276 PARK AVE. SO., NEW YORK 10. 
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fou nuore_mileage fron 
proceas COLA —use the 


Colortone pv 
COLOR PLANNING GUIDE 


wmHhOOdOO 
COLOR COMBINATIONS 


© the Guide is not o percentage chart . . . it is a demonstration 
of the over 10,000 color combinations obtainable with yellow, 
red, blue and black process inks 


© printed in two volumes . . . Il sheets, 5 by 6” 
coated stock and Vol. Ii on offset stock 


© when you print in two, three, or four colors, take advantage 
of the wide range of color combinations available. Send for 
your Color Planning Guide today 


MONEY BACK GUARANTEE: just return the Guide in ten days if 
you are not convinced that it will help you get greater results from your 
color printing 


.. Vol. | on 


le 2400 17th Street, N.W. 
olortone preda| Washington 9, D. C | 


| Price: $25.00 for the set (Vol 1, Vol. Il) (7) check enclosed (_] bill company | 


IN Ecos sorte ada techn aboseeskucovaneediecesonmeate DOD ciesscukcueucnssuvarcavnckadederice | 
| RI crscisines scesuintpnisese Spvasonsonaibasppenpassienpnhbehtapipasahemstesianesivabiassesheaiains 
EE TREE A ie ee eo acd Ree Ee et eRe eNO oF | 
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Part of the Colored Text 
of This Issue was 
Printed on 


“e~ 





Apco Impact Coated Book 
Distributed in New York City by 
FOREST PAPER CO., Inc. 

87 Vandam St., N. Y., N. Y. WA. 4-1400 

































SWISH! 


A critical use of paper is this dra- 
matic two-leaf ad insert designed for 
Rose Marie Reid by Carson, Roberts 
Inc. in Los Angeles, which appeared 
in an issue of Town & Country. The 
first page is a printed and blind em- 
bossed sheet of Patterson parchment, 
with very little copy. Its blank re- 
verse side faces a page of high-fash- 
ion artwork without copy. The sheet 
is tan and white Strathmore Pastel, 
printed two colors, one side. It was 
selected for its receptiveness to solid 
ink coverage, and because it allows 
highlight areas to drop out to bright 
white. 


continued 
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DOG MAILER Jean Srebnick designed this mailer in 


the form of a paper dog for Gifford 
Kim Productions. The paper selec. 
tion was critical, based upon the ne. 
cessity for flexibility in bending and 
resistance to cracking when bent. At 
the same time it had to be strong 
enough to stand up. Miss Srebnick 
chose American Writing Paper’s 
Eagle A Quality Cover to a successful 
end. The puppy’s back carried the 
running message of 38 lower case 
“how-wow’s’ two “hics,” all of which 
in translation means Gifford Kim 





Productions is using a new name. 








An experimental paper sculptured 
form which literally depends on paper 
to work best and easiest is this de- 
sign by Bernhard Sperl. What is 
especially unique about Mr. Sperl’s 

ONE-SHEET HORSE technique is that the forms are cut 
from one sheet of paper. For ex- 
ample, a whole horse, including his 
tail, is from one sheet. 


continued 
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You're “10 feet tall” in bulkies of 


Wooll 


PURITAN SPORTSWEAR 
EMPIRE STATE BUILDING, § 








Puritan Sportswear prepared twelve 
inserts for Men’s Wear magazine to 
show retailers part of their fall and 
winter 1960 advertising program. 
They chose letterpress to permit 
use of the same engravings for 
national magazines. 





They also wanted counter cards, 
window blow-ups, etc., of the same 
advertisements in various sizes to 
complete the program. Here they 
converted the original letterpress 
engravings for offset use. 





In both cases, Puritan selected the 
appropriate Westvaco Quality Paper 
... Sterling Letterpress Enamel 
and Sterling Offset Enamel. 


The display blow-up on the left- 
hand page is our Sterling Offset 
Enamel; the magazine insert on the 
right is our Sterling Letterpress 
Enamel. Their bright white and 
gleaming surfaces give not only 
beautiful color reproduction 

but a refreshing brilliance in 

their own right. 


For smooth, fast press runs, both 
of these papers give you stabilized 
moisture control and make close 
register easier to maintain. What- 
ever your needs, West Virginia 
offers an answer in its complete 
line of coated and uncoated papers 
for every process. 


Write to find out about our mill-to- 

you-direct sales policy and technical 

service. West Virginia Pulp and 
American-Made sk Paper Company, 230 Park Avenue, 


ore “10 feet tall” in bulkies of “YO © himnw = 
AND MOHAIR ; ee 
Fine Papers Division 


The Puritan Sportswear material was Commercial Printing Paper Sales 


“ . a > ' Chicago 1/FR 2-7620 
printed by The Du Bois Press, Rochester, Cincinnati 12/RE 1-6350 


N. Y. The letterpress pieces were run on Detroit 35/D! 1-5522 

a Miller TW, 21 x 28, two-color press. New York 17/MU 6-8400 
a aa lichl Philadelphia 7/LO 8-3680 

The offset pieces were run on a Miehle, Pittsburgh 19/CO 1-6660 

25 x 38, two-color offset press. 704 basis San Francisco 5/GA 1-5104 

Sterling Letterpress 

and Sterling Offset 


Enamels were used. 


West Virginia 
Pulp and Paper 








26 


PRINT 


A FRESH EVENT 
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For a series of collage-type direct 
mailers, nearly every paper stock on 
the market was used by Robert M. 
Runyan and his staff in Los Angeles. 
The campaign was to stimulate client 
relationships. Mr. Runyan and his 
group took it as an opportunity to 
express a new program with no cre- 
ative strings attached. Happy results 
of this stimulation yielded unforseen 
by-products and opened clients’ eyes 
to new thoughts and stimuli. 


Perhaps of interest to the witty are 
the messages on the designs shown 
here. The bedecked general bears, in 
small print in the lower left, the mes- 
sage “Great Holidays of Western 
Man/One of a Series.” The lovely 
lady decorated in paper doilies wears 
a locket inscribed with “Napoleon 
divorced Josephine December Fif- 


teenth 1809.” “Napolean” is printed 


on Curtis’ Tweedweave; “Great Holi- 
days” on Chillicothe’s Alamo. 















This is Penn/Brite Offset the value sheet 


New York and Penn commissioned designer Ladislav Sutnar to crez 
Gemands on 





ate this insert, and to incorporate in it practically all the 
the printability of paper which could be encountered. See for yourself how faithfully Penn/Brite Offset has 
how well it passed his “torture test.” Penn/Brite Offset is the white, bright, 


value sheet that comes to you moisturized and double-wrapped 


reproduced each of his design elements . 


Write for new, complimentary swatch book and the name 
of your nearest distributor. New York & Pennsylvania Co., 425 Park Avenue, New York 22, New York 


New York and Penn //Puip and Paper Manufacturers 


Designer: Ladislav Sutnar has won acclaim both in Europe and 
the United States. Chief designer for Czechoslovakia at the 1939 
World's Fair, he currently heads up his own New York 

design firm. Winner of innumerable design awards during the past 
35 years, he is also a successful author on the graphic arts. 


This is Penn/Brite Offset 100 
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“ABC, ETC. 


An experimental printing booklet 
which could well become a collector’s 
item, was designed, written and pro- 
duced by Miss Eleanor Dye, a stu- 
dent at Newcomb Art School. To 
produce an exciting demonstration of 
the variety of relationships which 
can be obtained from type and paper, 
Miss Dye used 12 different paper 
stocks . . . from brown wrapping 
paper and Eastern’s Atlantic cover to 
Fletcher Manifold, goldenrod, sub- 
stance 9. The book, titled “ABC, 
ETC,” was printed on an old Chan- 
dler and Price 10 X 15 press... . 
hand fed, hand inked and foot pow- 
ered for the Alco Fine Paper Com- 
pany in New Orleans, La. 


continued 


BRAND NEW 
CURRENT ICSUE 


GLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 
Ze 





It's great—but don’t take our word 
for it. Try it in your own office for 
30 days! Puts professional flavor into 
your low-budget paste-ups . . . saves 
you time and money. Used by ad 
agencies, art studios, printers and in- 
dustry . . . for ads, printed pieces, 
publications, direct mail, visual aids 
Dozens of black-and-white line draw- 
ings every month—top quality real- 
istic, stylized, decorative and humor- 
ous. Ready to use—just clip and 
paste!. Get the current issue of three 
different books on 30-day free trial 
No obligation. Just jot a memo on 
your company letterhead: “Send me 
the current issue of ‘Clip Book of Line 
Art’ on 30-day approval.” 






































HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 5S. NEW JERSEY 
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The Offset Section of This Issue 
(Pages 41 to 48) 
of Print was Printed on 


International Paper’s 


Ticonderoga Offset 


Distributed in New York City by 
FOREST PAPER CO., Inc. 


87 Vandam St., N. Y., N. Y. WA. 4-1400 





DESIGN FOR 
PAPER WITH PAPER 





One of the old arts which deserves 
to be revived is making and printing 
from stencils. On this page are two 
prints made from Japanese stencils 
which date back at least 150 years. 
They are made from two layers of 
mulberry paper. Sandwiched between 
the layers are reinforcements of hu- 
man hair. The paper is then impreg- 


aated for durability and washability. 
All of the details are hand cut: no 
composite punches or roulette wheels 
are used. (From the collection of 
Arthur Dobbs, Wilmington, Del.) 























CALCOFLUOR WHITE TURNS UP THE CONTRAST! 


\ny printing job looks better... because it looks brighter when the paper contains 
CALCOFLUOR WHITE. This Cyanamid brightener helps provide paper stock with 


. brilliant white base. Result? Greater contrast, sharper focus in type and photo- 


eraphie reproduction. Every printed piece sparkles...gets across its message with 


npact...enhances the prestige of the company using it. e Now is the time to 
in’ on the trend to whitest white. CALCOFLUOR-whitened paper makes 


erybody sit up and take notice... gets maximum selling results. Try some today! 


ete. - 
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We came upon these sculptured forms in paper by 
Joe, Frassetta while working with Ed DeMartin on 
this issue. We thought they were exciting and 
called on Mr. Frassetta for more information on 
his work with three dimensionals. 





SCULPTURAL PAPER 
FOR ESTHETIC 
AND SALES IMPACT 


‘BY JOE FRASSETTA, ART DIREC- 
TOR, BERMAN/ STEINHARDT 
STUDIOS, PHILADELPHIA, PA. 











= 


a labor of love? 


| 
1 
} 





The designer may bring a priceless talent to his effort...the printer may exert his 
staff to the fullest... will it all have been in vain when the message reaches its desti- 


nation? ...add the assurance of an expressive paper by... 


STRATHMORE 














PAPER IS PART OF THE PICTURE 


This is 


STRATHMORE BEAU BRILLIANT 


A paper with an outstanding record of achievement, Strathmore Beau Brilliant has 
been used in award-winning pieces in almost every graphic arts and design exhibition 
held since its introduction. A fact that leaves little, indeed, to be said. Sincerely 
flattered by its imitators, but far from equalled, Strathmore Beau Brilliant has grown 
continuously in importance. The choice of the designer when dramatic color, texture 
and authority are demanded; it is, as well, the choice of the printer whose job requires 
a paper surface of distinctive quality. Beau Brilliant exemplifies all that Strathmore 
text and cover papers stand for. 


STRATHMORE PAPER COMPANY 


mM West Springfield, Massachusetts 
oe ” 


Printed by Offset Lithography on Strathmore BEAU BRILLIANT, Lido Yellow, Cover Basis 65. Printed in U.S.A. 








Point-of-purchase for 
Virginia Chemicals. 


There is little doubt about the in- 
creased importance of three-dimen- 
sional sculptural paper forms in point 
of purchase, packaging and promo- 
tional material. 

Advertisers, as well as graphic de- 
signers have become more aware of 
its use as a valuable sales tool in their 
search for aids in producing success- 
ful promotions. 

Dimensional paper design can be the 
one answer for added impact in the 
advertiser’s sales approach. Certainly 


where point of purchase is an integral 


part of the merchandising program, 
dimensional paper design is without 
equal as an adjuvant to already exist- 
ent formulations of P-O-P practices. 
Simple geometric forms, utilized for 
promotions and point of sale, corre- 
lated with surface design, often pro- 
duce exciting visual effects. These 
same forms can be varied, in any 
number of ways, and remain struc- 
turally suited to the designer’s pur- 
poses. Sculptural application to pack- 


continued 


pvt Vit 


that. Pl 
Loses he, “i 


If you appreciate beauty, you'll 
admire the printing exhibits of 
Carey's craftsmen. Whether you're 
planning a masterpiece or a sim- 
ple piece—letterpress or offset-— 
in one, two, three, four or five col- 
ors—Carey will create it in good 
taste—at substantial savings. Call 
Arthur Friedman, sales manager. 


a 66 years of achievement 
3 CAREY PRESS CORP. 406 WEST 31st STREET ¢ NEW YORK 1, N.Y. 


e CH. 4-1000 
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top drawer 


aging not only enhances the package, 
in an esthetic sense, but through 
unique form alone can provide added 
attraction to the conditioned eye of 
the consumer. 


The infinite possibilities for variety, 
with an eye toward the utilitarian as 
well as the esthetic qualities of paper 
sculpture, has and should point the 
way for future exploration in the ap- 
plication of this medium to the needs 


Christmas card for 
of the advertiser. END I 


Saturday Evening Post. 


Dimensional label design 
for cylindrical container 


The paper sculpture forms on these 
pages were designed by Joe Frassetta. 
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ARTISTS’ 


Cc raltint OIL 


lege] Me}, t-) 


TRIP Ls-MiAE Dp 


SMOOTHER TEXTURE... 
FINER CONSISTENCY... 
EASIER WORKABILITY! 


New formulation . .. makes world-famous Craftint Artist’s Oil Colors professionally modern and perfect. 
Craftint Oils have established a standard for matchless texture, consistency, workability, brilliance, purity, 
and permanence. The complete Craftint Artists’ Oil Color line includes a full range of 68 colors plus com- 
plete oil color outfits for the professional or amateur artist... These outfits assure the utmost in painting 
satisfaction! 






WORLD'S FINEST 





Available at your favorite art supply store or write... 


THE Craftint MANUFACTURING CO. 


NEW YORK CLEVELAND CHICAGO 
MAIN OFFICE: 1615 COLLAMER AVENUE, CLE LAND 10, OHIO 











ARTEMIS 
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GRIST MILL < 
by CLARE LEIGHTON — 





The genuine felt mark . . . the broad deckle 
edge . . . and the unmistakable feeling of quality of 
Artemis add an extra dimension of effectiveness to the finest 


letterpress and offset printing. 


MOHAWK, PAPER, MILLS 
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GRIST MILL = 
by CLARE LEIGHTON ~ 


The genuine felt mark . . . the broad deckle 
edge .. . and the unmistakable feeling of quality of 
Artemis add an extra dimension of effectiveness to the finest 


letterpress and offset printing. 


MOHAWK, PAPER, MILLS 
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Two Designers .... on Paper 
Low Dorfsman, creative director, 
CBS-Television Network, and Lester 
Beall, independent designer, point 
to paper as one of their most vital 
design materials. Highlighted 
here: their design concepts and work. 
Designs for the Printed Page 
Designs by Leo Lionni point 

up the many ways pure design can 
be incorporated into advertising. 


Paper Mills Focus on the Designer 
A two-part article focuses on the 
paper mills’ recognition of the in- 
creasingly important role of the 
designer as paper specifier. Part 2 
includes programs by five mills 
which are encouraging the use of 
colored stock for design. 


Why Design With Colored Paper 
an be effective and practi 











LOU DORFSMAN: 


Work with paper as a 
dress-designer works with fabric. 


Lou Dorfsman, newly appointed Crea- 
tive Director for CBS-Television 
Network, looks to paper as being 

' of utmost importance in all his 
work. “In many cases of direct 

mail paper makes the job,” he contends. 
In space advertising, where choice 

of stock cannot be controlled, he 

often must design to suit the 

stock the ad will print on. 





wuaadva NO'**'SuHanoissaad Om. 


LESTER BEALL: 


Paper is chosen as care- 
fully as all other design elements, 


Lester Beall, one of the two design. 
ers featured on the next 10 pages, 
recently redesigned the logo for In- 
ternational Paper Company. The 
story of this redesign—why it was 
changed, how the design was 
executed—is one of the highlights 
of the article. 








“DESIGNER-AD MAKER": 

























direct mail 


Regular kraft bags 
—4 series of them, 
one pulling out of 
T—was designed 

and delivered to 
Lever Brothers who 

distributed them. 


















“I work with paper much as a dress designer works 
with fabric—as a basic factor in the over-all design. 
I select the texture, color and weight of the stock 
in harmony with the other elements, to achieve 
unusual visual and tactile impact.” 


So explains Lou Dorfsman, creative director, adver- 
tising and sales promotion, CBS Television Network. 


Emphasizing this importance of paper’s role ex- 
presses some of his concern for the total job: he is 
a perfectionist and the results speak for themselves. 


Mr. Dorfsman is totally enmeshed in each job, from 
idea conception to completion. 


He refers to himself as a designer-ad maker. He 
generally conceives the project to be designed, be 
it advertising or direct mail. He works closely with 
copy, chooses stocks and inks if it is for direct mail, 
specifies type and selects art. The layouts he takes 
to the point “where most of the thinking has been 
done.” 


< of ? 
Interested in ideas first 


Mr. Dorfsman does not follow a formalized pro- 
cedure in his work. He is primarily interested in 
advertising and promotion ideas. Secondarily he 
becomes involved in converting these ideas into 
strong graphic presentations. 


This doesn’t mean every project is preconceived by 
Mr. Dorfsman, however. There are many times when 
the goals of a job are already clearly defined. For 
example, he will know that a particular program 
is scheduled. It is then the job, through graphics, 
to present it clearly and provocatively. 


Creative director for four months, Mr. Dorfsman 
joined CBS in 1946 as staff designer under the late 
William Golden. In his words, he considers that 
time to be a most stimulating and enlightening work 
period in his life. When radio was separated from 
television, he became director, art, advertising. and 
promotion and eventually vice president in charge 
of these departments, for CBS Radio Network. 


Enmeshed in each major job 


Today, in his new position in television as creative 
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The four mailers 
shown here were 
distributed to 
advertising agencies, 
clients, prospects, 

a house list 

and station managers. 


Glossy coated, one side 
cover; construction paper 
on inside pages. 


French-F old, textured cover and text. Both are white. 
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director, his responsibilities include trade and con- 
sumer advertising, on-the-air promotion, exhibits, 
displays, annual reports, corporate brochures and 
supervision of his department. All of this, one 
might think, would keep him away from his dray. 
ing board. Yet he manages to become completely 
involved with each major job in the department, 


There is no precise design or copy philosophy which 
Mr. Dorfsman applies to any of his work, although 
the minimum requirement is to “maintain the high 
CBS quality that’s been achieved over the years, . , 
and to keep moving ahead.” 


What most characterizes his work is the cohesion 
which exists between concept and design. He strives 
for a unity of purpose. First, he asks himself, does 
the whole piece make sense? Secondly, he ques- 
tions, will people stop to look at it? A third, a vital 
consideration, is the long range view: does his total 
piece add to the cumulative effect of the CBS image 
in advertising and promotion and thereby to the 
over-all corporate image? 


All these considerations are vital in his planning— 
and they show! 








This cover for 

the CBS Radio 
Audience Building 
Campaign 1958-59 
was sent to 
promotion managers 
of CBS affiliates. 
On the cover 

is a mat, 

a duplicate in 
copy of the type 
appearing 

next to it. 

Inside three stocks 
are used: 





a mimeo bond, 
vellum and 


glossy coated. 


Busy Market... 


TH you want a picture of the business going on in the front 


a ‘Wthe store, glance at the cartons out back. By and large, It all depends on his 4 
they'll be these, the brands you've heard about most. , cost-per-thousand ee 


ton CBS Radio. And they've been there, on the 
Breage, eight years... where America listens mont; 


THE CBS RADIO NETWORK 
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tuymg inved all over the country where it’s Hike a bear with 


Soft gray, fine textured offset sheet. 


A dull coated mounted on corrugated. 
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space advertising 






Whether you sell ther shew pudish of thrust 
Jooenipes at rege deadurants — any prod 
wet abe doesn't jane or think of every die 

strong advertising frequency ix the 
way te inmere her memory. Ao) OHS 
Kadho dhaytinne drama offers the satistios 
yen eed rarbo’s brguret “auderianes, dagh 
frequency of impreasiam, éfficvent caste 
Bust nor thaw this, CRS Radio delivers 
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8S WAdN REPOETS $08.0 WHEE AN 
Seven New Spoasers Sgn fr Arthr Care Tine 
colli? SARTRE un 


SLEEP-EZE BUYS 3 CBS 
DAYTIME SHOWS FOR $10,500 







CBS Radio Shouts ‘Eureka’ 
As $10,000,000 Pours Into Daytime 
BRISTOL-MYERS BUYS CBS RADIO DRA 
Corn Prodacts Purchases CBS Radio Sponsorship 
BOUSAT BY cbwenat Pooes 
Gulf's Summer Ride on CBS Radio 
BING SING SOLD AGAIN 
Wrigley Chewing Off a Big Chank 
7 z CBS Daytime Fb polie 
CBS Radio Sells News t P&G. 
CBS Radio Ex-Lax 
to Year's $400,800 Convect 
STANDARD BRANDS BUYS 
$1,500,000 CBS-AM SOAPS 
CBS RADIO DAYTIME NEAR SRO" STATUS 
Colgate Mad About Those Soaps; 
oe ice 81,900,000 More REPS 


5 
“What's New ?’4 Its CBS Radio Budget 9g 
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over three times a week for ', af @ penny. wih wld cotemoer 
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listemers whe ary fistenio 


They've the best kind. THE CBS RADIO NETWOR 


Two design considerations are particularly apparent 
in his work. One is his keen understanding and use 
of typography, which has long given his work a 
mark of distinction. Many times he uses type as 
his graphic device rather than calling on pictorial 
means. This might occur when there is no effective 
way to illustrate a point or when the impact of the 
words is greater than a pictorial device he might 
use. 


Another design element, always uppermost in his 
planning, is paper. The variations, combinations 
and nuances Mr. Dorfsman creates in all manner 
of direct mail with paper are rich and exciting. 
Always looking for new papers, for new possibilities 
with paper, he maintains a paper file “which is sec- 
ond to none.” His choices vary from the finest and 
richest grades of fine printing papers to specialities 
and coarser stocks such as newsprint and construc- 
tion paper, packing and/or wrapping papers. 

The designs of direct mail and space advertising 
presented on these pages are mainly representative 
of Mr. Dorfsman’s work for the CBS Radio Net- 
work for the past 14 years. END 
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Some Sources of 
Inspiration for 

Lester Beall 

Photographs right and 
facing page are results 

of some trips abroad on 
which Mr. Beall always 
carries a camera. He makes 
hundreds of shots of design 
wherever he finds it. 

Many of these become 
color slides to which he 
often refers, and which are also 


used for periodic lectures. 
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Sewer lid in Paris. 































HIS WORK: 


Drawing by Lester Beall: 1960. He 
has recently “‘returned” more actively to 
the fine arts, both painting and drawing. 





“ae: 














“Learn to see rather than just look at things. This 
is a never-ending process which the dedicated artist 
must teach himself.” 

“Keep yourself free of cliches!” 

“The very way a man lives is directly akin to his 
work.” 

These are a few of the philosophies and attitudes 
which guide Lester Beall, the man and the designer, 
in solving his clients’ problems. His work emphasis 
centers on packaging, integrated corporate identifi- 
cation programs, product styling, exhibits and the 
graphics of advertising and other printed literature. 
Whatever he designs, his approach is direct. force- 
ful, mature and uncliched. In his own words, “The 
workability of the design is so contingent upon the 
close and careful coordination of all the visual and 
physical factors that success is literally dependent 
upon a rigid elimination of extraneous elements.” 


Time and the client 

On accepting an assignment, particularly a corpo- 
rate design program, Mr. Beall expects to spend 
considerable time simply acquainting himself with 
the nature of the company, its facilities, personnel. 
scope, etc. He does this in order that the eventual 
design may be a valid and complete expression of 
his client. A testimony to this conviction is his re- 
cent redesign of the International Paper trademark. 
Explaining how he finally arrived at the trademark 
design shown here Mr. Beall says, “All of the work 
was done in close contact with Richard J. Wiech- 
mann, the advertising manager, who was keenly aware 
of the desirability for some umbrella type symbol 
that could be used by all of the many divisions of 
International Paper to identify their many diverse 
products.” International makes a wide variety of 
business, printing and packaging papers, and in- 
dustrial papers. 


Know the people, plant, purpose 


Once the project was initiated, Mr. Beall discussed 
the problems at length with management and pro- 
duction people. He spent several days at the Mobile 
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taken in Paris 
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HIS WORK: 


Drawing by Lester Beall: 1960, He 
has recently “returned” more actively to 
the fine arts, both painting and drawing. 
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“Learn to see rather than just look at things. This 
js a never-ending process which the dedicated artist 
must teach himself.” 

“Keen yourself free of cliches!” 

“The very way a man lives is directly akin to his 
work.” 

These are a few of the philosophies and attitudes 
which guide Lester Beall, the man and the designer, 
in solving his clients’ problems. His work emphasis 
centers on packaging, integrated corporate identifi- 
cation programs, product styling, exhibits and the 
graphics of advertising and other printed literature. 
Whatever he designs, his approach is direct, force- 
ful, mature and uncliched. In his own words, “The 
workability of the design is so contingent upon the 
close and careful coordination of all the visual and 
physical factors that success is literally dependent 
upon a rigid elimination of extraneous elements.” 


Time and the client 


On accepting an assignment, particularly a corpo- 
rate design program, Mr. Beall expects to spend 
considerable time simply acquainting himself with 
the nature of the company, its facilities, personnel, 
scope, etc. He does this in order that the eventual 
design may be a valid and complete expression of 
his client. A testimony to this conviction is his re- 
cent redesign of the International Paper trademark. 
Explaining how he finally arrived at the trademark 
design shown here Mr. Beall says, “All of the work 
was done in close contact with Richard J. Wiech- 
mann, the advertising manager, who was keenly aware 
of the desirability for some umbrella type symbol 
that could be used by all of the many divisions of 
International Paper to identify their many diverse 
products.” International makes a wide variety of 
business, printing and packaging papers, and in- 
dustrial papers. 


Know the people, plant, purpose 


Once the project was initiated, Mr. Beall discussed 
the problems at length with management and pro- 
duction people. He spent several days at the Mobile 
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a. 
plant, headquarters of the Southern Kraft Division; 
a day in the Moss Point plant and a part of a day at 
the pulp mill in Natchez, Miss. 

Re All of this served as background material in learn- 


ing, among other things, just what kind of a com- 
pany it is, what the people are like who run it, and 
what situations existed or were likely to develop 
relative to the specific applications of the symbol or 
trademark. 


Magazine ad for The Martin 


“Having by this time covered in terms of back- 
Company (a). Type style book 





iene @ rial, sentativ mber of the 
for Connecticut General (b). "27 ground material, a representative nu 
Carton for John Labatt Lid. vm company’s facilities, as well as management person- 
is is series (c greatness and ah for . * 
ag S ome Of @ senes (Cc). re nel, we felt that some time should also be spent with 
ne of the “Great Ideas for i 


Western Man” series for Con- paper merchants,” Mr. Beall said. During the next 
tainer Corporation of America conramen comromarion or smumes “), 10 days he interviewed key merchants and printers 
(d). Trade ad for Torrington j ‘ : : 
Manufacturing Company (e). in Boston, New York, Philadelphia, Baltimore and 
Washington, D. C. 

One important fact that stood out was that the com- 
pany was almost universally referred to as IP, and 
was identified by a symbol of a tree. “In redesign- 
ing the mark,” Mr. Beall says, “it was felt that the 
letters IP and perhaps some form or abstraction of 
a tree were desirable. 





Rough sketches 

The initial step was to prepare many very rough 
sketches based, primarily, on the premises previous- 
ly outlined. At the same time these sketches ex- 
plored other possible devices which could be used in 
conjunction with IP and/or a tree. 





50 PRINT 














early beall 


cagraving 
pugeuring 
ei engraving 

cayenving 
\ engraving 





TIME « THE WEEKLY NEWSM 


mee | ak” 


Certain management people saw the proposed direc- 
tions. At this meeting it was decided to show top 
management only one mark . . . the mark which 
they collectively accepted. 

“Meanwhile, we experimented with the weight of 
lines, the use of the mark in conjunction with possi- 
ble division marks and the various suggested logo- 
types. We applied the mark to a typical package, 
truck and a few business forms.” 

A presentation was made to the advertising agency, 
Ogilvy, Benson & Mather, Inc., as they were defi- 
nitely interested in using the mark in their adver- 


Then 


middle management people from the company’s ad- 


tising campaigns for International Paper. 


vertising and public relations departments saw it. A 
final meeting took place with top management. 


Does he have a “style?” 


Is a Beall design immediately recognizable? Is it 
a formula, a technique, does he have a style? The 
Lester Beall interpretation opposes all type-casting 
phrases often applied to design and designers . . . 
which in itself makes a Beall design singular and 
recognizable. Yet the characteristic thing is that 
he has succeeded in keeping free of cliches. These 
uneasy apparitions have been creeping into the 
urban artist’s work since the beginning of time. But 
the effects of the overcommunication of contem- 
porary design ideas are particularly acute in 
America today. 






& 









The Lester Beall thinking was ahead 
of its time in the 1930's. He has used 
most all mediums of design expression. 
Here are examples of fine art, silhoutte 
photography, lettering, pure surface 
design and a drawing from left: Bro- 
chure for Sterling Engraving: 1939. 


Newspaper ad for Time Inc.: 1938. 
Theatre brochure: 


Globe 1934, 





Today the Beall organization is involved in more 
pure surface design than illustration or photog- 
raphy, which was the case when most of their work 
related to space advertising and advertising promo- 
tion. However, the illustrations on these pages show 
that Mr. Beall has never confined himself to one 
method of expression. The early designs indicate 
the forward thinking of the man. His methods have 
included painting, drawing, illustration, experi- 
mental photography. It is as an entire talent that 
he approaches his work: as an artist, an architect, a 
draftsman, a thinker and a businessman. In choosing 
the actual elements for design he says each is 
equally important. On paper, for example, he says, 
“I choose it for drawing or painting or for repro- 
duction purposes just as carefully as I choose my 
color or other design elements.” 


Background of inspiration 

“Every designer is obviously constantly in contact 
with various and numerous pressures as well as 
influences,” says Mr. Beall. “If he has built up 
over a period of years a background of sources 
that are truly inspirational, although not directly 
within the field of his endeavor, and if he tries to 
maintain an objectivity towards each specific prob- 
lem, he will more successfully form a bulwark 
against these influences. This does not mean that 
one should not be cognizant of all of the good 
things that are being effected in the world of design 
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today; but it does suggest that specific inspiration 
be derived from somewhat allied but nevertheless 
basically remote areas.” 

A naturally curious and untutored mind will often 
in its seeking discover more than formal training 
could supply. This at least was true for Lester 
Beall. When he began as a designer he had had no 
formal art training and it was this need to explore 
and know that led him to read and learn everything 
that was connected with the arts. 





Self-reliance 

From the beginning of his career, in Chicago, 
Lester Beall has worked independently, which he 
says, “requires a certain kind of personality. For 
some people, particularly those who have difficulty 
in ordering their lives, as well as their work, this 


& 
can be a disastrous experience. It is very difficult 
for me to imagine ever having, even on rare oc- 
casions, considered the possibility of working with- 
in an established organization.” 

Even though all good designers arrive at a point 
where their work becomes a major part of their 
lives, with the independent designer this is even 
more true. The free-lance designer over a period of 
years, feels Mr. Beall, inevitably builds up a feeling 
of dependence upon himself because of necessity. 
He is not able to share his beliefs or doubts relative 
b 





to his work before presenting it to the client. 


Far from madison avenue 


The way a man lives is essential to the work he pro- 
duces, Mr. Beall insists. “The two cannot be sep- 
arated. However, the creative atmosphere is not 
the same for all men.” 

The Lester Beall Studios and staff are maintained at 


Dumbarton Farms in a country setting at Brook- 
field Center, Conn. The house, in the peaceful tran- 
quility of early America, overlooks the ultra modern 
barn-studio which also houses facilities for quite a . 


collection of livestock. A eR 
. ; Corporate identification symbols: for Chance 
It is here, far removed from Madison Avenue, that [ought (a); Western Gypsum Products 


Mr. Beall feels he can best keep learning “to see, (6); Emhart Manufacturing Company (c). 
is Bade 7 ‘ Clifford Stead, Jr., collaborated on the 
not only look. END Emhart mark with Mr. Beall. 


52 PRINT 





DESIGNS FOR THE 
PRINTED PAGE... 


Leo Lionni Points Up Unlimited Potential of 
Design in Advertising 


“Design is form. Sometimes it is decorative form. 
and has no other function than to give pleasure to 
the eye. Often it is expressive form, related to con- 
ceptual content, to meaning.” 

These words by Leo Lionni, art director of Fortune 
magazine, introduced the subject of a book of 
Lionni designs for the printed page. Published this 
April by Fortune, the book is intended to continue 
an image of Fortune’s interest in and high stand- 
ards of excellence in graphics, both editorially and 
in advertising. 

Further explaining design and the book itself, Mr. 
Lionni says, “It (design) is always abstract; but 
like a gesture or a tone of voice it has the power to 
command and hold attention, to create symbols, to 
clarify ideas. At the hands of the graphic designer 
it can be manipulated to express precisely defined 


moods—a quality which is important to those who 
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use the printed page competitively to co;municate 


to convince, to sell.” 


{n intuitive language 

“For the advertiser, design performs in many usefyl 
ways. It is called upon to catch the . to imple. 
ment copy, to set the stage for illustrations, to estab. 
lish identity, or simply to get the most out of the 
physical limitations of the magazine page. It is an 
intuitive language. difficult to speak. yet easily un- 
derstood. ... 

“One purpose of this book is to remind advertisers 
that design is a seemingly inexhaustible source of 
visual excitement... . But to be meanineful, design 
must originate from specific problems. Clearly then, 


the pages in this book have not been designed as 


mere eye-catchers for just any block of advertising 
copy. They are intended to indicate. instead. the 
immense variety and pliability of the laneuage of 


design. and the powel of the print d page to evoke 


a multitude of moods with ever unexpected means.” 
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PART 1: The designer is 
becoming an increasingly majer 
specifier of fine printing papers. 
Recognition of this comes from the 
paper mills themselves. 

Many of the paper comanies are 
revamping or expanding their 
advertising and promotion pro- 
grams specifically to reach the designer- 
specifier. Others are 

continuing programs already 
geared to him. 


Presented on the following pages 

are the advertising and promotion 
programs of 17 paper companies 

alert to needs of the designer 

as specifier. 

Five of the paper mills have specific 
programs on the promotion of colored 
stock. They are included in Part II. 
of this article. 


DESIGNER’S GROWING ROLE AS 
SPECIFIER INSPIRES CREATIVE 
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AMERICAN WRITING PAPER CORPORATION 


When American Writing Paper 
planned a portfolio of printing on 
one of the company’s papers—Eagle. 
A Quality text and cover weight— 
G. A. Tyler, advertising manager, 
decided that he wanted something 
that would be different, attractive and 
a source of ideas to art directors and 
designers. 

Instead of assembling printed sam- 
ples from here and there, the mill 
and its advertising agency, Fairfax, 
Inc., created a portfolio of original 
printed pieces—an idea __ portfolio 
called “Thought Starters.” 

The portfolio, the envelope and the 
printed pieces inside were all planned 
to provide new ideas for layout de- 
sign, for die-cuts and folds and for 
new color combinations. 

Each piece is printed on a different 
color stock. Printing is by both off- 
set and letterpress. 

The company is now bringing out a 
second “Thought Starters” portfolio, 
this time using material on Eagle-A 
L’Aiglon text and cover weight. 
These portfolios are part of Ameri- 
can Writing Paper’s extensive mer- 
chandising program for Eagle-A 
Papers. Swatch books, envelope en- 
closures and many colorful printed 
pieces are created by the company 
and distributed to designers through- 
out the year. 
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THE MARTIN CANTINE COMPANY 


Last winter Elbert Wortman of Wort- 
man, Barton & Russell, agency for 
Cantine papers, went to Hawaii to 
look for unusual commercial art to 
use in Cantine’s newest advertising 
program. 

The moment he got to Hawaii he 
knew he was going to find something 
worthwhile, for wherever he looked, 
all was color and design. 

All manner of clothing, no matter 
what the fabric, were fantastic in de- 
sign and colors. The murals and pic- 
tures in the better restaurants were 
similar. Mr. Wortman heard there was 
something really special out at the 
Jojan, at Waialae Kahala, Honolulu. 
That there was. All around a palatial 
dining room was the pictorial history 


multi color 
with fewer 
impressions 


The 

MARTIN CANTINE 

Company, Saugerties WY 
Gained Papen, seid TBR 


nee it 


of Hawaii, from its first volcanic 
eruption, down through the ages to 
today, done in a technique of sym- 
bolism. He leatned it was Hon-Chew- 
Hee who created the murals. 

Mr. Wortman knew Hon-Chew-Hee 
had introduced many new ideas for 
silk screen painting, the prevailing 
method of reproducing color in 
Hawaii. He had set new high stand- 
ards for the designs of printed tex- 
tiles and is personally 
many exquisite shirts. 

He returned with a number of Hon- 
Chew-Hee designs, two of which have 


designing 


already been used in Cantine’s ad- 
vertising inserts. One is shown here; 
the other is in the Cantine insert in 
this issue. 


Hon-Chew-Hee design 
incorporated into Can- 
tine ad insert. See Can- 
tine’s advertising insert, 
this issue, for another 
example of Hon-Chew- 
Hee’s art. 
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td > looks 


CHAMPION 


altogether new! Here, in the work- 


aday reproduction of line artwork, the 


press-proved coating of this diamond 


white paper brings you sharpness 


and contrast unsurpassed. And this 


example, like the others you've seen 


in this book, is not exceptional—you'll 


achieve similar results time 


after 


time on the same outstanding paper. 
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PAPER AND FIBRE COMPANY 


Promotion booklet for Wedgwood Coated Offset, “Diamond White.” Theme 
carries from all direct mail to all advertising. 


It is Champion’s aim to increase 
specification by grade name by con- 
vincing the specifier that each paper 
has a personality of its own and that 
it should be a primary consideration 
in any job and not an after-thought. 
One of Champion’s recent promo- 
tions is for Wedgwood Coated Offset. 
It went to their nearly 2,000 mer- 
chant salesmen and contains all the 
elements of an “across the board” 
promotion: trade magazine insert re- 
print, direct mail pieces, pre-mailer 
and broadside. The central piece is 
the brochure which is intended as a 
presentation piece to a printer or 
specifier and is not for wide distribu- 
tion. 


In space advertising, Champion uses 
inserts in certain trade journals 
which are intended to impress the 
“creative” segment of the graphic 
arts industry with the beauty and 
printability of the papers. 

One of Champion’s primary “weap- 


ons” to impress the specifier is 
through direct mail. The mill has a 
well chosen, constantly updated list 
which is categorized to help mail to 
specialized audiences where neces 


sary. 

Mill representatives work closely with 
specifying influences. This work is 
done in close alliance with the local 
merchant through whom the order 
will be placed. 
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CURTIS PAPER COMPANY 
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CURTIS PAPERS 


for fine printing 


Curtis Paper’s main advertising proj- 
ect for 1960 is the new composite 
sample book. A single illustrative 
theme is used throughout the book, 
appearing on the cover and the di- 
viders separating each group of 
papers. 

The illustration is a handsome enam- 
eled glass goblet. Parts of the an- 
tique glass are reproduced in process 
color, black halftone, black halftone 
overprinted on a screen tint, and line 
reproduction. 

Another feature is the full visibility 
styling of the sample book so that the 
complete range of Curtis papers and 
colors may be viewed simultaneously. 
This is accomplished by increasing 
the size of the paper samples from 
front to back in a series of vertical 
and horizontal steps. In addition to 
the papers, the book contains a spe- 
cial section with representative sam- 
ples of envelopes and announcements 
converted by the Kent Paper Com- 
pany. 

Copies of the cover of this book have 
been used as inserts in trade maga- 
zines. In the past few years Curtis 
has in most cases used inserts rather 
than space advertising, believing that 
their line of text papers is best ad- 
vertised by showing printing on the 
sheets. 

Curtis is also now releasing the latest 
addition to their Americana Series. 
“Arctic Sun and Tropic Moon” is the 
seventh booklet in an annual series 
of Americana . . . this one on Alaska 
and Hawaii. 
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Advertising insert (front and back), featuring modernistic woodcut by John Barton. 


woodcuts To sell paper 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


CREATIVITY 
BLOOMS 


with 


Miantic Pastel Offset 


eo 
ATLANTIC 


Eastern Fine Paper calls on all media 
to carry out its advertising and pro- 
motion program. Included are maga- 
zines, printed demonstration pieces, 
sample books, sales letters and vari- 
ous promotion items such as memo 
boxes, feedboards, printers aprons 
and sketch pads. 

All of Eastern’s 1960 magazine ad- 
vertising is relatively new, to this 
extent: 

The 1959-1960 campaign for Atlantic 
Pastel Offset is a new campaign. It 
employs modernistic artwork in de- 
signs in which the paper itself be- 
comes a part of the design itself 
rather than just being a background. 
The woodcuts of Artist-Sculptor John 
Murray Barton, are used for the ads. 
Each ad is produced on a different 
shade of paper. This campaign is 
aimed specifically to the designer 
specifier market. 

Another advertising campaign, one 
which has a “Pride” concept, was 
new in 1959. It has been altered but 
continued this year. The theme has 
been maintained but it now uses color 
photographs rather than painting for 
artwork. Although the nature of the 
campaign is not aimed primarily at 
the designer, the advertising appears 


in several trade journals where it is 
anticipated that the designer market 
will make up the readership. 
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FALULAM PAPER COMPANY 
ee 


Example of the coordinated advertising and promotion campaign—an ad and 
actual package offered. 


This year Falulah started a new inte- 
grated advertising and promotion 
campaign geared to the designer 
specifier market. Previously the pro- 
gram had not been pinpointed to the 
creative man. To the designer 
swatches of Falulah’s complete line 
were available. The advertising was 
more generally directed to the printer, 
and the merchants, by and large, re- 
ceived over-runs of printed pieces 
from the mill. 

Now, recognizing the changing and 
increasing importance of the creative 
people as paper specifiers, Falulah is 
focusing on this market. 

The new program is two-pronged. To 
Falulah’s authorized merchants go 
notices of three promotion packages 
which the mill has made available. 
Advertising in the trade journals pro- 
motes the availability of these pack- 
ages, with are then sent to respond- 
ents to the ads. In turn, the mer- 
chants’ salesmen are given the names 
of the respondents. They then follow- 
up, to give further advice and infor- 
mation. 

Three promotion packages are of- 
fered. Two contain specific grades of 
Falulah papers. The third has demon- 
stration sheets to show the specifier 
how all form of art, color and repro- 
duction print on a Falulah letterpress 
and offset grade. 
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INTERNATIONAL 
PAPER COMPANY 


First ad for “Send me a man who reads”’ campaign. 


“Send me aman who reads!” 


® INTERNATIONAL PAPER 
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In the field of graphic arts specifi. 
cally, International Paper continues 
its program of promoting its printing 
papers in a special insert campaign 
featuring actual use of the papers. 
But International’s newest adver- 
tising program, in part geared to the 
specifier market, derives from man- 
agement’s feeling that the company 
should have a broader identification 
than the varied products it makes. 
The campaign carries the message, 
“Send me a man who reads.” The 
first ad ran in June. The campaign 
focuses specifically on the human 
value of print communication, not on 
its historical value, its usefulness to 
scholars and interest to the ages, but 
its immediate, intimate association 
with success in living. To substan- 
tiate the copy line of the value of 
reading to individual advancement, 
the mill investigated the reading 
habits of successful businessmen, 
doctors, lawyers and farmers. It was 
found they had one thing in common: 
they started out reading heavily, and 
the successful ones kept on reading. 
The ads underline this message by 
citing the services of print to business 
and professions. 

International Paper is following up 
its advertising campaign with direct 
mail. One phase of the program in- 
cludes a mailer of a Fortune maga 
zine cover and the first ad, with a 
covering note. Among those who 
received this mailer were printers and 
advertising people. 
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Kimberly-Clark’s merchandising pro- 
gram places emphasis on three areas: 
the paper merchant salesman, printers 
and designers. The designer as the 
specifier is reached primarily through 
direct mail programs, basically 
through the mill’s merchants. 

Periodic samples are issued every 
four months to call attention to cur- 
rent papers. These periodic samples 
are produced in two sizes, both with 
tabs. 
tains a color illustration, a_black- 


Each issue is dated and con- 


and-white picture, and a blank page 


Our discussion ‘hereafter 
will be confined to two 
of the basic ingredients 
of printing, namely 

TY PE the symbol of 


printed communication 


and PAPER 


to demonstrate surface character- 
istics. 

Another item is the series of educa- 
tional books. They are attractively 
packaged, fully illustrated, thorough- 
ly researched manuals on various 
phases of printing, which cover the 
history and relationship of the print- 
ing field, and technical aspects of 
printing as it exists today. One of the 
books, for instance, discusses such 
specifics as copy preparation, photog- 
raphy, paper, printing processes, lock- 
up and presswork, and many other 
details. 
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Better Printing 
through 
Better Planning 


the receiver of type im- 


Kimmeniv-ecame © conronarion 


pressions. 
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MEAD PAPERS 
DF EXCELLENCE’ 
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Probably the most important phase 
of Mead’s program to reach the de. 
signer specifier market is its annual 
Award of Excellence. Now in its 
llth year, the contest is conducted to 
promote desire for more creative art- 
work and design in printing. Awards 
are given monthly to the printer of 
the winning piece and, where appli- 
cable, to the art studio, advertising 
agency and engraving company who 
contributed to the winning entry. 

To the designer-printer specifier mar- 
ket go sample books and a compre- 
hensive sample binder. In addition 
Mead makes available a commercial 
sample kit, containing a wide variety 
of Mead grades printed and taken 
from actual commercial press runs. 
A portion of Mead’s advertising is 
specifically geared to the designer: it 
consists of four-color advertising in- 
serts, with illustrations chosen to ap- 
peal to the artist-designer. Mead’s 
Library of Ideas in New York City is 
still another service. Exhibits of all 
nature of printed matter, from travel 
literature to annual reports, attract 
the designer, printer and consumer 
alike. 

All of Mead Papers’ advertising is 
merchandised through Mead mer- 
chants to printers in order to promul- 
gate the varieties of merchant and 
printer knowledge as a benefit to 
consumers. In line with this, three 
years ago Mead instituted a “Know 
Your Printer Better” series which 
promoted the benefits of printer eX: 
perience. 








Millers Falls’ sales operation differs 
from that of many companies in that 
selling is done almost entirely through 
distributors, with almost no direct 
sales from company to consumer. For 
this reason the mill’s promotional 
material is conceived as sales aids to 
the merchant salesman, aimed and 
designed accordingly to the ultimate 
user. 

The mill supplies sample books, en- 
closures and direct mail pieces, and 
promotion booklets about the compa- 
ny’s special papers (examples above). 
Mailing pieces, in the form of prod- 
uct folders, are supplied for distribu- 
tor mailing to customers and pros- 
pects. These folders are planned to 


a) 6 
feseqncra vimewharde MILLERS FALLS PAPER COMPANY 


illustrate certain features of a specific 


paper... for example, the clarity 
and opacity of Millers Falls Opaque, 
the erasability of Ezerase, etc. This 
type of “in use” approach, the com- 
pany feels, shows off its product to 
best advantage and creates greater 
interest among designers. 

Because it is a small company, Mill- 
ers Falls restricts its advertising to 
direct product promotion. A direct 
appeal to users and specifiers is made 
through printing and graphic arts 
publication, and in the secretarial 
and general office publications of the 
business trade press. The advertise- 
ments are usually tailored to a spe- 
cific market for a specific product. 
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MOHAWK PAPER MILLS 


Mohawk paper sales are supported by 
an advertising campaign which in- 
cludes an intensive direct mail pro- 
gram, a series of full-page advertise. 
ments in leading graphic art maga- 


ITEM IS sexs 
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zines, and a continuing series of 
printed specimen mailings to Mohawk 
merchants. 

The entire program is designed to P 
create, in the minds of buyers and 2 
specifiers of printing and paper, an 
association among fine art work, # 
good design, fine printing and fine Ri 





paper. Distinctive art subjects are 

featured in the ads. ri 
Direct mail is sent out every five Be. 
weeks to almost 10,000 specifiers and : 
buyers of paper. Here again it is the 
aim to select art subjects of out- 
standing merit and reproduce them 
with tasteful design, good typography 
and minimum of copy, by various 
printing process on Mahawk papers. 
Oil paintings by Vermeer, Rembrandt, 
Bingham, Renoir and Waugh, to men- 
tion a few, have been used. Also fea- 
tured have been lithographs by Wen- 
geroth, etchings by John Taylor eh 
Arms, wood engravings by Sheffetz, 
wood cuts by Philip Reed, drypoints 
by Samuel Chamberlain. Also mixed ; 
in have been some changes of pace 
including typographic treatments by 
Freeman Craw, annual report folder 
by Peter Mehlich and Bruce Rogers 
pieces by Louis Ansbacher. 
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NEW YORK AND PENNSYLVANIA COMPANY 


























New York and Penn’s first promo- 
tional objective is still the merchan- 
dising if its Penn/Brite Offset. The 
“Torture Test” campaign, for which 
several top designers have designed 
ad inserts, is continuing. 

Recently, however, there has been a 
concentration of effort in the book 
publishing field. 

The marketing and creative services 
of O. S. Tyson, the mill’s agency, 
were organized as a team to work 
with the client and launch a coordi- 
nated, three-pronged merchandising 
program as follows: 

1. Research: Leading bound book 
publishers and principal paper dis- 
tributors in the New York and Phila- 
delphia areas are being interviewed 
to determine the relative positions of 
New York and Penn and other paper 
manufacturers on the basis of com- 
pany and brand-name image, sales, 
advertising and marketing policies, 
technical assistance, availability of 
product and sales assistance. 

2. Technical publicity and public re- 
lations: Technical publicity has been 
used to introduce new papers and to 
call industry’s attention to the New 
York and Penn line through such 
media as paper convention dailies. 

In addition, the mill is a_partici- 
pating sponsor of a television pro- 
gram, a weather broadcast. “weather 
game,” which challenges viewers to 
predict temperatures over a five-day 
period. Books are given as prizes. 
Bookmarks are another promotion. 
Presently in progress, this involves 
the distribution of nearly one-half 
million bookmarks to over 1,500 top- 
rated retail bookstores throughout 
the country. 

3. Advertising: The tie-in adver- 
tising campaign includes a series of 
inserts, each featuring a particular 
book, and printed on the actual paper 
manufactured for that book. 
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OXFORD PAPER COMPANY 


The paper specifier is the most im- 
portant man in Oxford’s advertising 
and promotion thinking. He _ is 
reached by an advertising program 
basically divided into four phases. 

1. Space advertising in national mag- 
azines: Here the philosophy is one 
of contributing to the over-all good 
of the graphic arts by ads which 
“sell” the power of the printed page. 

2. Graphic arts trade magazine ad- 
vertising: It is designed to be a 
demonstration piece for a particular 
grade of their paper, utilizing the es- 
sentials of good design, typography 
and printing. They feel that this 
demonstration piece, with these es- 
sentials, has the maximum effect in 
reaching all the people concerned 
with paper in the graphic arts, in- 
cluding the specifiers. 


3. Direct mail compaign: This ‘s 
divided into a number of parts, de- 
pending on the recipient’s occupa- 
tion. Printers receive actual press 
sheets, agencies and other specifiers 
of paper receive “case histories” in 
the form of samples of commercial 
jobs. 

4. Sales promotion program: It is 
produced for distributor salesmen. 
An example is Oxford’s brand new 
“Coated Paper Select-O-Guide” 
(shown here), designed to provide 
specifiers, as well as printers, with 
complete information on stocks, plac- 
ing of orders and the capabilities of 
each grade of their coated papers. 
This book is, at the same time, a 
reference work as well as an actual 
demonstration of the type of results 
that can be achieved. 
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RISING PAPER COMPANY 


/ “i » Lite Marque 


) 





CLASSIC 
ELEGANCE 
ATTAINS A NEW PINNACL 














RISING 
LINE MARQUE 


@6% COTTON FIBER 








Rising’s current advertising and pro- 
motion is aimed directly at acquaint- 
ing the paper specifier with their 
products. The philosophy behind the 
program is to get the paper in the 
specifier’s hands for examination and 
comparison. 

Rising, therefore, uses inserts to ad- 
vertise the paper it wishes to promote 
in publications read by art directors 
and other paper specifiers. 

Two Line Marque inserts indicate the 
versatility of this method of promo- 
tion. The first insert introduces a 
new color (Petal Pink) into the Line 
Marque series. The second insert is 
swatched with all five Line Marque 
colors and white. Utilizing both 
trade media and direct mail, it is 
part of an over-all merchandising 
effort aimed at promoting the colored 
sheet. 

Prior to introducing the Line Marque 
papers, Rising was using advertising 
inserts for other lines of paper. One 
of these papers was a bright white 
sheet in its Rising Bond Line. The 
specifier could readily compare the 
insert which Rising put into his 
hands for whiteness, lasting bright- 
ness and opacity. 

While the face of each of these in- 
serts is designed to arrest the reader 
and set itself apart from other ma- 
terial in the book, the back is devoted 
to specific facts on the size and sub- 
stance in which the paper is available, 
its recommended uses and qualities. 
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STANDARD PAPER MANUFACTURING COMPANY 
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Standard’s program to reach the 
specifier will continue in its present 
direction but with an over-all ex 
pansion. Plans particularly call for 
an enlarged direct mail program to 
begin this year. 

Three years ago, Franklin Shepper- 
son, sales promotion manager, worked 
out a_ long-range, versatile plan, 
which remains the core of its pro- 
gram today. He turned first to the 
company’s literature, coming up with 
French-fold folders similar to those 
produced by other mills. However, 
they had to be different, at the same 
time be genuinely “friendly” as the 
company has always presented itself. 
As the budget was modest, each 
piece had to be especially interesting. 
Mr. Shepperson decided on attention 
by contrast. 

To help him with the art, Mr. Shep- 
person called in Jack Woodson, a 
well-known artist and designer. To- 
day, the majority of Standard’s 
folders have a Victorian-Edwardian 
note. At least once a year Standard 
publishes a keep-sake piece. 
Standard Paper uses this kind of art 
because it has noted a trend back to 
realism. Mr. Shepperson chose @ 
similar approach because, in addition 
to reflecting the spirit of Standard, he 
believes people like to see situations 
wherein they can project themselves. 





ductions will sparkle. So will your customers’ eyes. Hammermill 
Offset is great for black and white, too. Turn the page and see. 


YOU CAN SHOW YOUR TRUE COLORS ON 
For greater depth in the colors you use, take advantage of 
Hammermill Offset’s bright, luminous whiteness. Your repro- 





























































This is Bill Richards of Cleveland. As a com- 
mercial photographer, Mr. Richards has created 
thousands of advertising product pictures. He's 
responsible also for the imaginative excursion into 
color photography on the front of this insert. 


HAMMERMILL 
OFFS ET REFLECTS A PRODUCT’S QUALITY 


Photographers like to see their work printed on Hammermill Offset because 
its extremely high reflectance assures more pleasing contrasts, more 
faithful reproduction of colors or black and white. 

Printers like to print on Hammermill Offset because colors stay on top— 
bright, forceful—and because Hammermill Offset stays in accurate register. 

You'll like Hammermill Offset in any of the 8 finishes and 7 cheerful 
colors in Vellum finish. This specimen printed by offset on substance 70, 
Wove finish on a 25 x 38 two-color press. Sheet size 25% x 38, eight up. 
Speed 4000 per hour. Colors printed yellow, blue, red, black. 


Hammermill Paper Company, Erie, Pennsylvania. 


Mailing piece from 1922— 
early in Strathmore’s Prominent 
Designer”’ series. 
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‘STRATHMORE: 


iS PART OF THE 


PICTURE 


STRATHMORE PAPER COMPANY 


Sum and substance of Strathmore’s 
advertising and promotion program 
is to demonstrate its varied lines of 
fine papers. At the same time the 
program is designed to provide the 
specifier with examples of the paper 
in use, offering ideas for applications 
of the papers. The finest design talent 
and printing facilities available are 
used to demonstrate the effectiveness 
of good work on expressive papers. 

The program is sustained by such 
projects as the series of mailing 
pieces developed by prominent de- 
signers, by the printed specimen pro- 
gram (actual commercial demonstra- 
tions of Strathmore papers in use), 
and by the development cooperatively 
with participating paper merchants 
of distinctive direct mail pieces. 


These three aspects are particularly 
directed to the printer and designer 
markets. 

Strathmore’s trade publication adver- 
tising has two phases. One phase is 
black and white ads featuring “promi- 
nent users” of Strathmore bond and 
writing papers. The other is an ad 
insert program on text and cover 
papers, 

Recently, examples of Strathmore’s 
merchandising program over the past 
25 years have been on display in 
major cities. This exhibit included a 
wide-ranging selection of printed ma- 
terial developed for Strathmore by 
Bert C. Chambers during the past 
quarter century. The exhibit demon- 
strates, in fact, that “paper is part of 
the picture.” 
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WAUSAU PAPER MILLS Co. 





Wausau’s “Snow Crest” finish bro- 
chure shown here is a recent “sales 
tool” that specifically covers the ac- Fe 
tual application or printing of vari- 
ous types of printing on this printing 
paper. 

The brochure demonstrates line and 
wash, screens, solids, duotones, full 
four-color as well as process color. 
This piece, as well as others that will 
be released this year, is direct mailed 





to thousands of art and layout per- 
sonnel, advertising agencies, adver- 


new— softness with clarity— and tising managers and other consumers 
serviced by their distributors. 





—in a highly useful printing paper with — 4, va 
Finten 


ae ce a ae Hee nw et ma om 


78 PRINT 





















How to 












































WEST VIRGINIA PULP AND PAPER COMPANY 
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A catalog cover was the original use for the illus- 
tration in this two-page ad. 


Basis of a new advertising campaign 
for West Virginia is the use of 
Westvaco papers in the form of 
printed inserts. Particular impact is 
gained because each advertisement in 
the series has as its origin an out- 
standing commercial printed piece. 
The company’s advertising inserts 
are then adapted from the actual 
commercial items, utilizing the same 
grade of paper. 

The campaign is directed to the en- 
tire graphics field. It begins with the 
division’s Commercial Printing Paper 
Sales representatives. Each keeps a 
sharp lookout for samples of work 
printed on Westvaco papers which 
merit particular attention. These 
samples are checked for excellence of 
layout, subject matter, quality of 
plates and reproduction. 

Approval and cooperation have been 
obtained from the various organiza- 
tions contacted in the course of clear- 
ing and producing the inserts. In 
some cases the printer and the fea- 
tured organization also elect to use 
the West Virginia ad inserts for their 
own promotions. 

Other direct and indirect benefits are 
obtained by tie-in mailings to a 
broad cross-section of the graphic 
arts industry. In most cases the 
original item, which may have been 
a program, a calendar, catalogue or 
booklet, is used in these mailings. 
The mailings are nation-wide, and 
have obtained good results. 

In some instances where the actual 
commercial piece is not used for 
mailings, the advertising inserts are 
especially adapted for direct mail 
purposes. 

West Virginia also reaches the 
designer-printer specifier market 
through its now famous “Westvaco 
Inspirations” and through its direct 
mail. Designed by top art studios, 
the basic attempt in West Virginia’s 
direct mail is to show a combination 
of good design, good printing and 
effective use of paper as an integral 
part of the design. 
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EVER SEE A PURPLE COW? 











ALLIED'S LINE* 


IMPULSE COLORS— Bright and vibrant to stimulate reader action and response. 
ideal for mass market direct mail selling to gain attention...to get returns. 


Fiame Pink .« Sulphur Yellow . Pumpkin - Summer Green . indigo 


INFLUENCE COLORS— Subdued, yet having rich appeal to create an impression or mood, 
Best for giving your products or company the “feeling” you want it to have. 


Sandstone - Rosewood - Smoketone Blue - Aspen Green . Buckskin 


*¥ includes bond and offset stocks in popular sizes and weights—envelopes in all colors— . 
card and cover stock—and Colorcraft text and accent ink colors are available from IPI. 


* 
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ALLIED PAPER CORPORATION 


Kalamazoo, Michigan 





PART @: A number of mills 

have launched new programs which 

promote the concept of using colored paper. 

Some mill programs particularly encourage 

using the colored stock 

with colored inks. These programs are a recognition 
of the effectiveness of color for sales impact 

as well as pure aesthetic values. 

Featured on the next five pages 

are five paper companies 

advertising and promoting colored paper 

as a designer’s medium. Included are Allied Paper 
Corporation, Appleton Coated Paper Company, Becket 
Paper Company, Nekoosa— Edwards Paper Company, 
and Peninsular Paper Company. 

How does the designer feel about colored paper 

as a design vehicle? 

Also presented in this section 

is a designer’s point of view from 

Ed DeMartin, guest art director of this issue. 

Mr. DeMartin has had particular interest and experience 
in designing with colored paper. 





A NEW ROLE FOR 


-ORED PAPER AS A DESIGNER'S ’ MEDIUM... 
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demonstrates effectiveness of all color inks on color stocks. 











ALLIED PAPER CORPORATION 


Spread from Allied’s Portfolio of Color Ideas, 




















This year Allied launched the firg 
all-out advertising program in its his. 
tory. Major in its effort is for a ney 
Colorcraft line: 10 different oe : 
offset and bond papers. x 
The actual colors were styled by 
Faber Birren, as a result of years of 
research into the effects of color on 
the consumer’s buying habits. The 
colors were then translated into paper 
dyes by Allied—colored paper “a 
for printing. 
Next step: Allied studied all the é a 
jections to the use of colored paper, — 
A promotion program was then di- 
rected to the designer, advertising 
and production manager markets to 
overcome these objections: noted to 
be reproduction problems, availabil- 
ity, inks and price. A complete pack — 
age of functional sales helps was de- 
signed to show how colored inks on — 
colored stock can enhance advertis 
and literature. 
The package of sales aids include 
trade magazine advertising, direct — 
mail and several specific types of 
sales aids. 
Allied’s magazine advertising com 
sists of a series of three ads, each 
utilizing a full page of magazine 
space and atwo-color insert. Running 
side by side, the space ad demon 
strates the traditional use of color on 
white; the insert indicates the effect — 
of two colors on color. The direct 
mail campaign includes, in a five 
month period, four “reminder” piece 
and two “color letters.” 
Sales aids include a Portfolio 
Color Ideas—numerous performai 
of all nature of printed pieces 
colored stock. A swatchbooklet 
inks, a paper and ink selector and 
combination demonstrator-swatce 
book have been mailed. More, / 
makes available through distrit 
a free sketchpad of its Colorcrm 
papers to designers and artists. 
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APPLETON COATED 
PAPER COMPANY 


Appleton’s new line of Apco Impact 
Coated Book and Cover is based on 
years of tedious research, scientific 
study of reader interest habits and 
visual experiments, The information 
was furnished by color authority 
Faber Birren, who collaborated with 
Mr. E. A. Whiteford, president of 
the Whiteford Paper Company, on 
many of the studies and experiments. 
The new line of paper actually is a 
new concept in printing papers and 
inks. The Impact formula is a sci- 
entific method of combining paper 
and ink to obtain proper reflectance 


contrast for better vision. The mill’s 
advertising and promotion carries the 
message that the formula increases 
reader interest, provides restful vision 
and in fact stimulates more reading. 
The company uses advertising inserts 
on the new line, printed with colored 
ink, to demonstrate the concept. 

To fully explain the printing con- 
cept, Appleton makes available a 20- 
page booklet. A large sample kit is 
also offered. Included in the Port- 
folio are numerous samples which 
show a comparison of printing on 
Impact and standard enamel papers. 
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THE BECKETT PAPER COMPANY 





Two-color (brown on yellow) insert. 


Printed sample from packet, “How 
to Put Color into Your Printing.” 


“ Several years ago Beckett initiated a 























campaign for promoting colo 
stocks, with the general theme 
“two-color effects with one-color 
printing.” The company gave special 
promotion to its colored stocks be- 
cause, simply, it has a very complete 
line of colored papers in cover, text 
and offset papers. 

In its early days, the campaign took 
a form of one-half page trade journal 
ads, printed in two colors. The il 
lustrations in the series were fanciful. 
As the campaign gained momentum, 


the company took larger space—one- 
page ads—and actually reproduced 
commercial pieces which demon- 
strated their theme. This year Bechet 
decided to continue the color paper 
campaign. To give it more imj 

it was decided to use inserts, printing” 
them in one color. Various grades 0 
paper and rotating inks are 
Beckett finds the inserts particular 
effective because they actually sample 
the paper and show the results whic 
can be achieved with various pape 
and ink combinations. Illustration 
are fashioned to show different 
values—so that the reader can 
what a 10% screen or a 50% ser 
looks like. 
To reinforce its trade journal a 
ule, Beckett has issued two sample 
packets containing reprinted copies 
of commercial samples. 
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Versatile 


Tie pooaa. O f — 


WAYS BETTER...FOR YOU 





Famous for uniformity, dimensional 
stability and no-pick qualities 


Dependable press performance— 
finest halftone reproduction 


Wide choice of attractive colors 
Wide choice of special finishes 
Wide choice of sizes and weights 


choose and use r 
Nekoosa Offset for the 
big choice in: 













colors weights sizes 
White, Ivory, Available in Available in 
Orchid, Yellow, Basis 50-60-70- wide choice of 
Tangerine, 80*-100* and 120 sizes— 
Blue, Pink, 81% x11 to 
Green, Gray *White only 38 x 50 





















Nekoosa-Edwards Paper Company e Port Edwards,Wisconsin e Milis at Port Edwards and Nekoosa, Wisconsin and Potedam, New 


LITHOGRAPHED ON NEKOOSA OFFSET, VELLUM FINISH, 





NEKOOSA-EDWARDS 
PER COMPANY 


Linked directly with Nekoosa- 
Edwards’ merchandising program 
philosophy is the mill’s specific pro- 
motion on the use of colored paper. 
The company feels that the creativity 
of paper merchandising lies in de- 
veloping graphic presentations and 
know-how to the paper salesman so 
that he can sell creatively. It is in the 
development of these tools that 
Nekoosa-Edwards continually strives 
to be at its most creative. In the final 
analysis, the company feels, these are 
the implements that will influence the 
art directors, printers and others who 
specify paper. 

Promoting colored paper is part of 
this program, An example of what is 
being done is the offset broadside 


(shown here). The large swatch of 
different colored papers recommends 
colored inks for use with the different 
colored stocks. The mill also sends 
out 814” x 11” mailers on different 
colored stocks to demonstrate the ad- 
vantages of using color to attract the 
eye and improve the appearance of 
the printed piece. 

Another promotion piece planned to 
promote color is “Nekoosa Offset for 
Creativeness, Craftsmanship and 
Color.” It is especially designed to 
show the widest spectrum of color, 
art and printing techniques on the 
mill’s offset sheet. Each page is a 
demonstration of a different art tech- 
nique on a different color sheet with 
a different color ink. 
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PENINSULAR PAPER COMPAN 




















Snoweave, a felt-finish paper, had 
been on the market a short time when 
Peninsular introduced a new line 
called Snoweave Creative Colors. 
The specific colors for the line were — 
selected by a survey of a scientific 
sampling of all printers and art di- 
rectors in the country. Samples 
Snoweave in a large variety of colors 
were shown and each user was asked 
to select tones he would find most 
useful. The response leaned heavily 
to certain muted tints of green, tan, 
melon, yellow and blue. These ge 
now form the new Snoweave line. 
The survey also showed interest in # 
fluorescent white, so this has be 
added to the Snoweave line. 
As the line is a new one, adverti 
and promotion is just getting started 
So far a news release, a sample boo 
and two advertising inserts have been 
put out announcing the new line. — 










Colored Paper 


“Design and Colored Paper”—one of a series of 
publications directed to the designer. 





- ae BY ED DE MARTIN, MANAGER, GRAPHICS DESIGN, DUPONT 


____ Inrecent months, I have worked with 
paper distributors and mills, printers 
and production people, as well as 
other designers, in connection with 
Du Pont’s Colored Paper Program. 
Th the course of these activities, a 
| question I am frequently asked is 
“Do, you, yourself, prefer colored 
_ Paper over white?” At the risk of 
; sounding evasive, this is not a ques- 
tion that can be answered with a flat 
“yes” or “no.” It is a little like 
asking, “Do you prefer brush over 
pen?” 
The pen is probably the most fre- 
quently used tool to record graphic 
calligraphic images (and prop- 
erly so), but when you need a brush, 
ou don’t use a pen. 
I feel, is a valid analogy for the 























relationship of colored to white stock. 
A good designer uses colored paper 
when he needs it, and when the con- 
ditions are right, not as an arbitrary 
choice or substitute, or merely to be 
different. In short, for the designer, 
colored paper will never replace 
white, nor was it ever intended to do 
so, and the reverse is, of course, also 
true. 

Who should specify paper? 

Another frequent question is “Should 
the designer specify the paper (white 
or color, finish and weight) and does 
he?” Within the realm of my experi- 
ence, the answer to this is that he 
should control or at least be in on the 
selection of stock, but he isn’t to the 
extent he should be. This still seems 
to be done too often by the produc- 


tion man or printer. With the excep- 
tion of cases where the designer 
simply has no control over paper 
(such as space advertising limited to 
the publication stock), the fact that 
he often plays a passive role in selec- 
tion is almost incredible. 

Consider for instance the architect, 
or industrial designer. Neither of 
these men could solve a design prob- 
lem, be it a structure, automobile, 
appliance, or what have you, without 
consideration to their basic materials, 
many of which have inherent advan- 
tages, and contribute in themselves 
towards the actual solution. 

The graphic designer must regard 
his basic material, paper, in the same 
way if he is to solve his problem com- 
pletely. The importance of paper 


PRINT 91 








ln” 


omen ag 

















92 





Jacket designed to hold colored 


i 


from a selling and production stand- 
point, as well as from an aesthetic 
point of view, both visual and tactile, 
cannot be denied. It is this growing 
awareness that seems to be initiating 
a trend toward use of colored paper 
as a design element. It simply means 
the designer is combining one signifi- 
cant element—color, with another— 
paper, to come up with an integral 
material which in itself contributes 
towards graphic solutions. 

Vital sales stimulant 

I have referred to a “trend,” and it 
certainly must be that, for it seems 
to me I’ve seen as much colored 
paper used in the past two years as | 
have in the previous 10. These 
papers are being used decoratively 
(such as napkins, tissues) as well as 
functionally (notable examples are 
the “Yellow Pages” and “Green 
Stamps”), but more significantly, 
they have become important sales 
stimulants. Of course, the increased 
promotion and merchandising of 
colored paper by mills, distributors, 
and dye manufacturers have helped 
create this resurgence in use of what 
is fundamentally an old medium. The 
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addition of new, more interesting and 
brighter colored paper lines (which 
have provided a much needed boost 
in supplementing existing pastel 
shades) has also contributed greatly. 
I like to think it is the designer him- 
self who, now more than ever, feels 
a need to “go back” to the basic in- 
tegrity and quality of the paper it- 
self and use it in a fresh, new way. 
Colored paper helps him to do this, 
and when it is used wisely, it can 
be effective and practical, provide 
mood and atmosphere, stability or 
change, be extremely subtle or have 
tremendous impact. 

Most important of all, it is potentially 
a unique and creative sales tool in 
the hands of the designer with intel- 
ligence and imagination. 























Holds the door open ‘til you get there 


Well, let’s amend that: it either 
does or it doesn’t! Depends on the 
first impression. Often your letters 
represent you to people who don’t 
know you, may not know your com- 
pany. Chances are, they’re not in- 
terested ... until your letter creates 
that interest. 


HOWARD PAPER MILLS, INC. 


Howard, bond 


Companion Lines: Howard Ledger * Mimeograph 


That’s why your letterhead and its 
envelope are as vital to your busi- 
ness image as your morning shave. 

When you send Howarp Bonn, 
you send a man to do a man’s 
job. True White (won’t fade like 
some whites with chemical addi- 


tives), strong and “quality-crisp,” 


Howarp Bonp bears a proud wa- 

termark, will never let you down. 
Your Printer or Paper Merchant 

will gladly show you Howarp Bonp 

in thirteen colors and in Howarp 

True White. 

ALL HOWARD PAPERS are 

quality controlled by fte HRay 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


“The Nation’s 


Printed on Maxwell Offset 


Business Paper’ 


Duplicator * Posting Ledger + Du-All 


Maxtone Finish 














Discoveries in American Art 
...0n Maxwell Offset 


“Evening in Chicago” is a creator’s favorite of Rainey Bennett. 

His water colors are prominent in America’s outstanding permanent 
collections and in most major invitational exhibits. His work also includes 
a variety of choice commissions and has earned immense commercial 
respect, as well. The quality of this reproduction on Maxwell Offset is no 
less than fitting . . . and no less than your color artwork deserves. 

Specify Maxwell Offset. 
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All Howard papers quality controlled by Accupias Printed on Maxwell Offset-—Basis 80—Maxtone Finish 


HOWARD PAPER MILLS, Inc. ¢ Maxwell Paper Company Division e Franklin, Ohio 








THE FUTURE OF PAPER 
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This synchronic drawing is an example of the development 
of the controlled accident. (This is strong within the 
paper.) As yet a paper such as this cannot be produced 
commercially, as the present fourdrenier machines are not 
equipped to control, in this way, the flow of paper pulp 
onto the screen or wire. But this does point the way to 
the development of multi-colored and textured papers be- 
yond those that presently are made. 


(TOP) An indication of how artwork can look if printed 
on a malleable paper: it gives the effect of the art being in 
relief. Mr. Howell looks to “tomorrow’s” papers as being 
less elastic and brittle. One need such a paper could fill is 
in the reproduction of fine paintings. Printers today are 
trying to achieve the texture of the painting but thus far 
are not succeeding too well. A malleable paper, such as 


this, would allow for a true feeling of texture. 


A sheet of paper has three dimen- 
sions: width, length and _ thickness. 
Most designers think of a sheet of 
paper as being a flat surface. But 
even a pencil mark has some thick- 
ness—and under the photoengraving 
process and printing, and the paper 
it’s printed on, that pencil mark takes 
on different appearances. Therefore, 
the paper’s thickness is a major point 
I’m tackling here. 

Thickness is called bulk . . . which 
is a deceptive description. Although 
you approach paper as a flat surface, 
it in fact has this third dimension. 
While you can feel the degree of 
texture, you can also feel thickness. 
The thickness can vary, although the 
weight of the paper remains the same 
and is dependent on the degrees of 
hydration of the fibers and on the 
degrees of calendering or pressing. 


So-called embossing deforms the 
sheet beyond its point of elasticity; 
yet this hardly changes thickness in 
most papers. They do, however, bulk 
high. Some papers have a quality of 
malleability. These can be pressed 
thick and thin, resulting in artwork 
in relief. 


Study in slow motion 


My years of experimenting .. . and 
producing . . . hand-made papers have 
taught me a host of valuable pointers 
on what is truly desirable in paper. 
Using my Washington handpress on 
these papers I have studied printing 
in slow motion. I have seen the great 
number of details that make good 
work good. I have seen ways to get 
rid of the non-essentials. 

One of the things I have learned, and 
something I suggest as one of tomor- 
row’s papers, is a waterleaf or un- 
sized paper which can be area-sized 
on the printing press. Such a print- 
ing paper can open up an entire new 
world of design possibilities. Take, 
for example, the mailing piece. It is, 
in a way, like cut flowers from the 
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THE FUTURE OF PAPER 


florist. They end up in the waste 
basket, yet they make a lasting im- 
pression, especially if they are dressed 
up in color on a soft fibrous paper. 
In the mailing piece, the effect counts. 
It need not have a lasting quality .. . 
this matters less than the total effect. 
For soft papers, a hard make-ready 
is necessary, as is dull ink. 


The action of the beater 


When one gets to know it, the action 
of the beater is beautiful. When | 
was first introduced to the hydro- 
carbons in my chemistry class, | 
realized that here an army of men 
could get lost! The action of the 
beater is beautiful . . . and so are 
the many kinds of waterleaf made 
without additives of any kinds. All 
the variables, their combinations and 
permutations, with respect to this 
action, are far from being exhausted. 
Thick or thin flybars, spacing of fly- 
bars, rollspeed, rhythm, turbulence 
(which is not quite hydraulics), im- 
pact pressure, and the waste of energy 
in the design of the backfall—these 
are all variables, component parts of 
the beater, which effect the whole 
quality of paper. There remains a 
great deal to be done in these areas. 
I suggest a major area is that of 
waterleaf papers. I have eschewed 
chemistry thus far, yet there must be 
natural fermentation processes. 


Paper can be made from the fibers of 
a great many trees and plants of the 
vegetables. However, economic pres- 
sure or feasibility pushed the indus- 
try into the development of wood- 
pulps in the search for fibers easily 
felted on the paper machine. Cumu- 


lative experience, more than pure re- 
search, speeded the progress of this 
giant industry. Certain outside pres. 
sures have taken the research men 
away from their primary mission onto 
other things: for example, pressures 
against the contamination of streams 
forced research to worry about waste 
products instead of the finished 
product. 


Back to first principles 


Be that as it may, it would be good 
to get back to the first principles in 
applied physics. With a new type of 
paper machine, it is possible to do 
away with grain. More, it would be 
possible to felt long fibers (printers 
always want to know which way the 
grain runs). More than one leaf 
could be taken from the experiences 
of the textile world. 


In the future paper mills must com- 
bine the humanities with pure re- 
search, keeping in mind that the end 
product of the paper they produce is 
consumer appeal. There are, of 
course, many fine papers available 
today, but they have one thing .. - 
one not so desirable thing . . . in 
common: they are chemically treated 
papers. 

The result is hard paper which gives 
a brilliance of tone but does not have 
the richness of tone that the unsized 
papers have. There is a place for the 
hard paper, but there should be a 
place for the unsized paper which not 
only allows the designer many more 
lively and arresting effects, but in 
addition allows water-base inks for 
printing instead of the present oil- 
base inks. END 
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f El Charles E. Cooper, Incorporated / 136 East 57th Street / New York City 


integrated group of artists and photographers, experienced in all art media, \ 
expertly transpose your sales ideas into forceful advertising messages. Writ: 


details about our organization and list of artists on our staff. 
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FROM PAINTING BY HON CHEW HEE, LECTURER ON ART, HAWAII UNIVERSITY, HONOLULU. 


Thu coateD (25x38-80) FOR OFFSET AND LETTERPRESS 











PRODUCED BY OFFSET ON VELVETONE (25x38-80) 








PHOTO, COURTESY UNITED AIRLINES 


VELVETONE | 


DULL COATED for Offset and Letterpress 
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Basis 23x35 25x38 35x45 
70 118 140 232 
80 136 160 266 
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Made by The Martin Cantine Company, Saugerties, N.Y. 
Specialists in Coated Papers since 1888 


SNIrReR 


PE BER ee ER AEs TY 








ie BSE cal Siete eens EE MET ee eee ee ee es 


aah. 


TPE TENE sn wee 


Since 1916 we have been selling our publication experi- 
ence and skilled printing craftsmen to the magazine 
industry. (Currently, ninety-five publications are, wisely, 


so allocating their printing budget.) 


Perhaps you, too, can benefit from these forty-four years 
in the business. If, at this point, the same thought has 
occurred to you and you give us a call, one of the 
Fergusons will soon appear in your ante-room asking per- 
mission to demonstrate to you the various reasons that 


should compel you to put your magazine into our hands. 


MONUMENTAL PRINTING COMPANY 


In Washington 3110 Elm Ave. In New York 
NAtional 8-8554 Baltimore 11, Md. REctor 2-2889 


BElmont 5-9141 








Pharmaceutical companies, because 
they rely heavily on direct mail as a 
major means of advertising, have 
turned in large part to design to im- 
part their messages. This has led to an 
appreciation of the role paper plays in 


They naturally carry this thinking 
into the letterheads. Design is quiet, 
dignified. It is the stock that most 
accurately represents the company. 

PRINT’S editors called on representa- 
tive pharmaceutical houses to tell 
what stock they use and why they 


selected a particular paper. Here are 
their answers. They are presented jn 
the hope that the point of view of 


those who are especially alert to the 
importance of choosing the right 
stock will be helpful to others in their 


stock selection. 


the over-all effectiveness of design. 


A FEELING OF INTEGRITY 


Abbott Laboratories 


“We use a 25% Rag Opaque Bond, modified cocket 
finish, made by Parsons Paper Company,” says 
William Crary, public relations manager. ‘‘We feel 
it gives a feeling of substantial integrity. It has ideal 
erasing qualities, a crisp quality feel, rich texture and 
glue tab sizing. The titanium produces maximum 
opacity, plus exceptional whiteness. It is ideal for 
all printing impressions, including embossing.” 
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TOUGHNESS—QUALITY 


Eli Lilly and Company 


“For our official company letterhead stock we use 
Academy Bond,” says W. W. Meese, art director, 
merchandising design. “The stock is made by the 
Valley Paper Company. This is a 50% rag, titan- 
ium-treated stock. This stock was chosen because 
of toughness yet quality appearance, and because 
of its whiteness and price. Its ability to take en- 
gravings from many different engravers was also a 
factor in choosing this paper.” 


€.l LILLY AND COMPANY 
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A compliment to the good taste 

of those to whom you communicate: 
PLOVER BOND, the visibly better 
letterhead paper. 


i] 
WHITING- # PAPER COMPANY, STEVENS POINT, WISCONSIN 
eS 


better papers are made with cotton fiber 
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READY ACCEPTANCE its opacity and body, its whiteness, uniformity and 


lack of discoloration. We use this executive-style 





M.ies Products stationery at the presidential and vice presidential 






“Different papers are used for the three divisions level and believe that it has created the expected 
of Miles Laboratories,” says P. L. Shupert, vice degree of prestige, dignity and distinctiveness.” 






president of Miles Products. “The stock we use for 
Miles Products is Strathmore Bay Path Bond. We 
consider this most adequate for our purposes for 








the following reasons. This paper is considered to 






MILES PRODUCTS Deresiom of Mien Labeectorins, tue., Bitar | nding 


Le the best quality economically procurable in our 






area. And it has other qualities we need: it's good 
jor typing and the 50% cotton fibre folds readily 







without undue bulk in the case of second sheet en- 






closures. More than this, it has been readily accept- 






able to the majority of people using the paper.” 







Les PRODUCTS 
evens OF mnas Lamamaromnee re 


PRESTIGE AND DIGNITY sana mera 
¢. D. Searle & Co. 












“Jt seems incongruous to go to the expense of two- 
color steel engraving plus die-making and blind 





embossing and use anything less than the finest 






grade of paper,” says John Scott, director of adver- 






tising. “So we have used Crane’s Kid Finish from 






the start because of its quality feel and appearance, 





continued 





COFEDBAL 


Speedball gives you the widest choice of lettering combinations . . . 5 styles and 36 
points ...4 steel brushes . . . Specify Speedball Products and get the best. Comprehen- 
sive lettering charts on request for only .08 in stamps. C. HOWARD HUNT PEN CO., CAMDEN 1, N.J. 
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STANDARD PAPER MANUFACTURING CO. 


RICHMOND. VIRGINIA. U.S.A. 


For the Designer 
For the Printer 
For the Man-who-pays-the-bills 
While we are strong supporters of "Color in Printed Advertising," 
we also realize there does come along the job that, for various reasons, 
color doesn't fit in. 
Perhaps the budget is unusually tight at the moment. 
Perhaps the chosen printer, while excellent, has only one-color 
presses, and time is of the essence. 
Perhaps, from the designer's viewpoint, sharp, crisp, contrasty 
black and white is indicated; or 
Perhaps its a combination of factors. 


Whatever the reasons, from all viewpoints the clean, compellingly 
beautiful white Texts, Covers and Bristol papers created by STANDARD 
for today's attention-retention advertising, will display your messages 
to perfection. For inspiration, for trouble-free runs, for economy, 
STANDARD's STANDARD PAPERS will gratify your expectations. Inquire of 
your paper merchant today. Its good business! and Happy Adventuring! 
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Fine Papers for Expresswe Printing 


CRAFTSMAN MIMEO 

James River INDEX 

James River ANTIQUE BrisTor 
PoPULAR INDEX 

PAPETERIES 

POPULAR LEDGER 

STANDARD OFFSET 

Stanparp Vertt™ Opaque 
SULGRAVE COVER 

SULGRAVE PEATE 

SULGRAVE TExT An1sQUE Laip 
SULGRAVE TExT ANTIQUE WovE 
SHENANDOAH TEXT 
SHENANDOAH Cover 


SHENANDOAH BrisTOoL 


Sepdards 


Cosmos BLOTTING 
RoyaL Worcester ENAMEL BLOTTING 


RoyaLt Worcester Orrset PAsrep 
BLOTTING 


Royal Wortérsper LUSTERKOTE 
ENAMEL BLOTTING 


STANDARD BLOTTING 


STANDARD PHoto BLOTTING 


STANDARD SEED G&RMINATING:BEOTTING 


Super-Paave BLoreInc 
Specia, ApsorBeNtT PAPers 
Empossep BLOTTING 


Puce Testinc BLoTrTinG 


TEXTILE BLOTTING 


MATRIX 


LNTERLEAVING 


Q Another fine paper from the mills of 


STANDARD PAPER MANUFACTURING CO. 


NEW YORK 


RICHMOND 
This Folder is Printed by Offset Lithography On Standard’s Opaque Vellum—White Pinafore Finish—25 x 38—160M 


CHICAGO 


Litho in U.S.A. 
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FIRST CHOICE, BEST CHOICE 
E. R. Squibb and Sons 


“for years we used the same stock, made especially 
jor us by the Valley Paper Company,” says S. 
Broudy, manager, printing department. “Then in 
1958, when we were celebrating our centennial, we 
redesigned our letterhead design. At that time I 
wbmitted to management a group of samples from 
various manufacturers. I included hard, soft, 
crackly finishes and others. But management pre- 
jerred our original stock, so we’re still using it. A 
25% rag bond is used for volume mail. For cor- 
respondence we use a 100% rag. Our own special 
watermark is used on both.” 


LOGO WATERMARK 


The Upjohn Company 


“Our stock is nothing more than a 25% rag sheet 
watermarked with our logo, made by the Lee Paper 
Company,” says G. 1. Zupanic, manager, advertis- 
ing design and production. “My pet gripe has al- 
ways been using a sheet with a paper mill water- 
mark on it. With bond stock as inexpensive as it is, 


I see no reason to advertise a mill product (using 
their watermark). I feel the only time any water- 
mark should be used is when you are using a very 
fine mold-made paper. We also have a No. 1 sul- 
phite sheet with our logo which is used for direct 
mail letters that go out under a signature of others 
than officers of our company.” 


‘Tur Ursoun Company 


Karamazon, Mecmacan 

















Creative thinking and careful production planning on every layout, illustration and mechanical 





Illustrators: DAVID K. STONE ® DON MILLER ® BILL STEINEL ® ROBERT SHORE 


GRABER ART ASSOCIATES 


37 WEST 57 STREET#«*NY=+#PLAZA 3-3251 
Our new printed portfolio of samples sent on request 
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Teacher—Two vacancies, beginning Sep- 
tember 1960. One for one year, one per- 
manent. 18 hours per week teaching ad- 
vertising design layout and typography to 
third year University students majoring in 
AD. Instructor or assistant professor rank. 
$5200 to $7000 for nine months, depend- 
ing upon experience. Qualifications — 
Bachelor’s degree from accredited univer- 
sity or school of art, and a year or more 
of design office or free lance experience. 
Community of 70,000 one hundred forty 
miles south of Chicago. C. W. Briggs, Ad- 
ministrative Assistant, Department of Art, 
University of Illinois, Urbana, Illinois. 

















GRAPHIC 
TS J DESIGNERS - 


lightened companies, submit resumes in strict 
confidence to: 


THEODORE S. JONES & CO. 
Box 41 G Milton 87, Mass. 
CUnningham 6-3221 


As specialists in the placement of designers 
and other creative individuals, we have sev- 
eral fee-paid positions (central states to east 
coast) from $20,000 to $8,000 as Graphic 
Design Director, Packaging Design Director, 
Corporate Design Manager, etc. We invite 
names also for free mailing list. 
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for this issue of PRINT was printed on 


Gagle-Cl e Cliglon 


Product of American Writing Paper Corporation, Holyoke, Massachusetts 


DISTRIBUTED IN NEW YORK BY 


Baldwin paver company, INC. 


233 Spring Street, NEW YORK 13, N.Y., ALgonquin 5-1600 
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*“Here’s How You Can Help Me, Mr, Paper 
Maker ... .”’ What more can paper companies do 
to help the designer-paper specifier? Here is some 
thinking from designers, art directors, production 
and agency people, executives. These suggestions 
are responses to a question on PRINT’s recently 
completed survey on paper among 2,000 readers. 


(Complete results of the survey will be available, 
Write to PRINT, 535 Fifth Avenue, New York 17, 
N.Y.) 


Establish a “paper center” and permanent exhibit 
hall (like the Architect Sample Building for the 
building industry ). 

Irving Miller, Irving Miller, Inc. 


Supply stock books of sample papers to tear out as 
a “swatch” (as the ink companies do) to attach to 
finished art and layouts. 

Margaret Riggs, Motive Magazine 


Provide inspirational and_ self-help articles and 
brochures. 

Mercedes Lewis, Director of Advertising 
Houghton-Mifflin Company 


More creative samples showing paper in use. 
Edward Brodsky, Art Director 
Doyle, Dane & Bernback 


More stock samples for layout use. 
Robert Everline, Art Director 
Beaumont, Heller & Sperling, Inc. 


Color ink specimens on various color stocks and on 
white are particularly helpful. 

Hugh Lambert, Art Director 

Bundy-Freiday, Inc. 

Quick reference list by brand name showing what 
local company handles it. 


Louise Martin, Production Manager 
Boylhart, Lovett & Dean 


Standardize specimen books to one size. 
Harold Andrews, Advertising Manager 
Oxford Chemical Corp. 

Send “missionary” salesmen to advertisers. 
Matheson Green, Art Director 

Parker Pen Company 











New light heavyweight champ! 


If you are a designer, photographer, typographer, artist, art director, you probably don’t admit it, but you are also a tax 
expert, an accountant, a geometrician, a billing clerk, possibly an expense account jongleur—and very much in need of the 
handsomely designed little machine called the Bohn Contex Calculator. One leading photographer says he now computes 
his density relationships with it, faster and more accurately. Designers and typographers find the Bohn Contex gives them 
accurate character count faster. A set designer figures his perspective lines for backgrounds with receding geometrical 
Progressions. Besides this higher sounding math, the Contex adds, subtracts, multiplies and divides. It’s easy to use, 


weighs only 6 pounds, fits briefcase or desk drawer, is handsome and functional wherever you carry it or use it. Just ten 


keys, totals to 11 columns. And it costs only $125.* For more details write: 
Bohn Duplicator Company, Dept. K-3, 444 Park Ave. South, N. Y. 16, N. Y. Bohn Contex Calculator 
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IN MY OPINION 


A Personal Point of View 
of the Guest Art Director 


Clients, production people and de- 
signers themselves should become 
more acquainted with Mr. Webster’s 
description of the “design function.” 
The dictionary definition stresses 
artistic invention and planning for a 
fixed purpose, a process of reasoning 
towards an objective. 


According to this definition, many 
people in the advertising, promotion 
and editorial fields have to change 
their own picture of the designer, and 
the designer himself should practice 
accordingly, and be more articulate 
in defining his job. 


I say this because it seems to me that 
in many areas the designer has a rep- 
utation for being primarily an 
“aesthetic guy,” more concerned with 
how things look than whether his 
creative efforts sell, or are sound 
pieces of communication. For in- 
stance, how many times have you 
heard the expression “design for de- 
sign’s sake?” 


Again, if the dictionary definition of 
design as a problem-solving process 
is accurate, this expression contra- 
dicts itself. Worse still, if the de- 
signer’s result causes this reaction, 
then he has not performed as a de- 
signer on that particular result. 


Beauty may not be the solution 


None of the foregoing is an attempt 


to lessen the importance of aesthetics, 
As a designer, I take as much pride 
as anyone in a handsome and yp. 
usual visual effect. But the fact re. 
mains, if the designer hasn’t solved 
the problem at hand, no matter how 
beautiful the result, he hasn’t done 
his job. It follows then, that he must 
know his problem and be thoroughly 
familiar with it in order to begin a 
solution. But you’d be surprised how 
many good looking portfolios I see 
every week that show little or no eyi- 
dence that the designer even seriously 
considered the best solution if it 
didn’t lend itself to an exciting visual 
interpretation. 


It is probably this desire to “get 
closer to the problem” that leads 
many designers to become part of the 
corporation, establish themselves as 
consultants to industry, or achieve 
management positions in or out of 
industry. Direct client contact was 
certainly an important factor in moti- 
vating me. 

An inside viewpoint 

Other corporate designers I’ve talked 
to indicate similar feelings. After all, 
you can’t get much closer to a client 
than becoming part of the organiza 
tion he too works with. While an 
“inside” viewpoint is invaluable to 
me, I don’t intend to imply that a 
good designer can’t be removed from 
his client, or can’t work through a 
contact man. Actually there are times 
when it is more conducive to creativ- 
ity to be further removed from the 
client and a knowledgeable contact 
man can certainly be quite an asset 
in interpreting an involved problem 
and contributing his point of view. 
But whether the designer performs 
within the corporation, the agency, 
the studio, or as a free-lancer, the 
same good design principles apply. 
Above all, he must search out every 
aspect of the problem, understand it 
thoroughly and create a practical and 
effective solution. 


Ed DeMartin 
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The new, larger three inches square color chips of the widely used Color Harmony Manual color 4 
system make color selection easier. For Information Write: COLOR STANDARDS DEPARTMENT © 
Container Corporation of America, 38 South Dearborn Street, Chicago 3, Illinois E 








